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The Milwaukee Advertising Club 
is bragging about how much space 
its media members have contributed 
to the Red Cross blood bank. Yeah, 
but how many red and white cor- 
puscles have they contributed? 

a. 

Bakers are worrying over how to 
get all the materials they need to 
obtain the equivalent of whole 
wheat bread. One nice, easy way 
to solve this perplexing problem 
would be to use whole wheat flour. 
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Everybody insists that the reason 
flour is white is because the public 
demands it, but maybe it’s also be- 
cause white flour is heavily adver- 
tised and whole wheat isn’t. 


, ¥ F 
“Ward Bows to Labor Board at 
President’s Order.’”’— Headline in 
ADVERTISING AGE. 
These are tough days for rugged 
individualism. 
7 VF FY 


Senator Wheeler hopped all over 
the National Livestock and Meat 
Board on the assumption that its 
vitamin figures related to raw meat, 
only to find they referred to the 
product on the platter. Maybe the 
Montana statesman has been eating 
too much raw meat himself. 


7, v F 


Western Union, like so many 
other companies nowadays, is ad- 
vertising so its customers will know 
why the service isn’t what it used 
to be. The next logical step is to 
post a few signs suggesting, “Don’t 
telegraph—write.”’ 


v,vy 
“Place limitation on Time and 
Life for °43,” announces a news 


story in ADVERTISING AGE. 

If you’re to have less time, of 
course it’s going to affect your life. 
7, ¥ FF 

Luckies’ green ink has gone to 
war, the advertiser says, while the 
ink makers assert they’re not yet 
scraping the bottom of the barrel. 
Well, maybe they can find. some 
other cigaret manufacturer to take 
over. 

. v 
tell 


Advertisers how 


says. 


| trade 
parts: 
to solve | 
manpower problems, a news story | Administrator 


| distribution 


NEW THEME 


GET READY for BUTTER RATIONING! 


» How Good tor You' . “com a ames 
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Government action to control butter 
supplies for civilians keyed a special 
promotional push by Knox Gelatine Co. 
last week, with "Get Ready for Butter 
Rationing" copy breaking in newspapers 
in key markets. Radio announcements 
are also being used in some areas. 
Kenyon & Eckhardt, New York, is the 
agency. 


OPA Retail Plan 
Includes Reforms 


Wanted 
| Dominion’s 
employer may advertise for work- | 


lice office. 


Classified Shows 
Help Wanted Gain, 


| But General Slump 


Dominance of Help 
Copy Termed Unhealthy 
Situation by Managers 


Chicago, Nov. 25.—The 


reason 


| classified advertising managers have 


gray hair these days is an unhealthy 


balance of accounts. Employment 
columns have mushroomed in in- 
dustrial areas, so much so _ that 


although newspapers in most sec- 
tions of the country report an aver- 
age loss of 8% for the first 10 
months of 1942, some newspapers in 
industrial areas have been able to 
offset this loss completely by the 
huge employment column gains. 
Canada, whose pioneering in gov- 
ernmental economic policy is often 
followed by this country, has 
already clamped down on Help 
advertising. Under 
new rules, 


ers, he must first register his need 
for help at the local Selective Serv- 
If the local office isn’t 


|able to supply the needed help, the 


in Distribution 


Frills’ Curtailed; 
Co-op Purchasingnand 
Deliveries Urged 


By HAL BURNETT 


Washington, D. C., Nov. 25.—A| 
sweeping program for streamlining | 
practices was coupled 
with the expected curtailment of | 
peacetime retail “frills” in the long- | 
awaited ‘Retailers’ Economy for 
Victory Plan” announced here yes- | 
terday by the Office of Price Ad- 
ministration and the Department of 
Commerce. 

The plan, developed jointly by the 
two government agencies in a series 
of conferences with various retail 
associations, contains three 


1. An executive order by Price | 


Leon Henderson | 


solution of the difficulty is delight-| tive Nov. 24) authorizing the cur- | 
fully simple—just turn it over to | tailment ef many peacetime retail | 
/services without corresponding re- | 


the agency. 
ee 
Father, believe it or not, is going 
to have a day in 1943, but according 
to the National Council for the Pro- 
motion of Father’s Day, it will be 
celebrated on June 20 instead of 
March 15. 
v,vry 


| baggage” in war time. 


By the time Father gets through | 


paying his income tax and his vic- 
tory tax, buying war bonds, making 
contributions to the community 


chest and taking care of a few other 
little chores scheduled for 1943, 
he'll be lucky to get his customary 
= -and-red necktie on Father’s 
ay, 
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Gladys the beautiful receptionist 
Says she notices the New York labor 
tment is all in favor of women 
war workers eating 


day, and she wonders how much 
Ume that will leave for war work. 
yyy, 

Western conference football may 
hot the best in the country, but 
No vestern, which couldn't lick 
ény of the six conference teams it 
Plays scored three touchdowns 
*8ainst Notre Dame. 


Copy Cus. 


| Voice of the Advertiser 


ductions in ceiling prices. 
“Excess Baggage” Out 

2. Recommended standards of | 

retail practice, suggesting reduction | 

of many peacetime retail practices 

which are termed “costly excess 


3. Recommended wartime man- 
agement policies, including simpli- 
fication, standardization, pooling of | 
deliveries, cooperative buying, stag- 


| gered industrial payrolls, reductions | 


five meals a/| 


in displays and wholesale and man- | 
ufacturers’ markets, and adoption | 
of advertising policies that will re- | 
duce weekend sales peaks. 
Although the program does not 
recommend any direct curtailment | 
(Continued on Page 32) 
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employer may order advertising 
space after presenting two copies of 
the exact wording to the Selective 
Service office for approval. Ex- 
empted are advertisements for farm 
hands, domestics, part-time workup 
and a few minor groups. 


Situation “Unhealthy” 


The possibility that the United 
States may curtail employment 


advertising is not the only reason | 


classified advertising men consider 
the present situation unhealthy. One 
Chicago classified manager pointed 
out that diversification of accounts 
is considered desirable, that it 
makes for better advertising bal- 
ance and better readership of classi- 
fied sections. 

A survey recently conducted by 
Howard Parish and Loyal Phillips, 
classified advertising counselors of 
Miami, Fla., turned up the following 
surprising picture. Checking 82 
newspapers for a week, they found 
that: 


1. More than 50% of the total 


And it turns out that their | (Supplementary Order No. 29, effec-| classified linage in 10 of the news-|nounced in Washington, D. C. 


(Continued on Page 33) 


__NO TUBES NEEDED _ 
NOW-NO OLD TUBE 

MEEDED TO BUY THIS chs)... 
Marvelous Super Cleansing 3 


paste — but heaven o 


the | 


Beatle o010 PASTE 


‘ » 


POURS FROM THE 
BOTTLE ~~. 
STANDS UP ON as 
y —_ 


Now thousands sbe .¢ 


buy TRANS « pee YOUR 8RUSH 
toothpaste made ee 

presally to conveniently powr from @ bottle and 
conomcell) stand up c@ your brush 

TRANS quickly cleanses and helps remove the dull 
film from the teeth, invigorates the gums «ith mae 
sage. and ewretens the brewth—all «thot the use of 
harsh abrasives of other harmful maternal. 

De not confuse TRANS with socalled “quid dew 
tlrices”, te “tettled toothpaste.” that cleaners «ith 
out aid of soda or any other bebp 

Relore offering TRANS lor sale. many people were 
ached to “prevue™ i ALL reported it the equal of 
any dentilrice they'd weed 2% called 4 “the bet ~ 
TRANS © sold on @ money beck guarantor af your 
levortte torletry commter 


This copy for Trans, a bottled tooth- 
paste, broke in St. Louis, and is notable 

‘o an | for its exploitation of the fact that no 
aecare a tube trade-in is required. National pro- 


Cole & Co. is 


motion will begin soon. 
the agency. 


A&P Promises 
Fight Against 
Anti-Trust Suit 


Blames Arnold for 


‘Domestic War' 
Against Chain 


Dallas, Tex., Nov. 25.—Condemn- 
ing the government's anti-trust 
action against it as “a domestic war 
on efficient distribution,” the Great 
Atlantic & Pacific Tea Company to- 
day promised to disprove every 
charge returned against the com- 
pany in a federal indictment. 

The scathing, frequently sarcastic 
answer to the indictment, voted by 
a federal grand jury here today, 
i'came only a few hours after news 
|of the formal charges had been an- 
, by 


| (Continued on Page 34) 


half hour beginning Jan. 7, 


Last Minute News Flashes 


Kraft Show to Half-Hour After Seven Years 


Chicago, Nov. 27.—After being on the air as a full hour show without 
a break since Aug. 3, 1933, following six weeks as a two-hour show, the 


Kraft Music Hall program of Kraft 
today. 


present 10 to 10:30 spot to fill the 
Crosby show leaves only a handful 


John H. 
The broadcasts will be heard from 9 to 9:30 p. m., 
| Thursday, with the Rudy Vallee-Sealtest program moved up from its 
vacant period. The cut in the Bing | 


Cheese Company will be cut to one- 
Platt, advertising director, revealed 
EWT, on 


of hour shows on the networks, in 


comparison to the score or so which existed several years ago. 


Step Up ‘43 Promotion for Kolynos Tooth Powder 

New York, Nov. 27.—American Home Products Corporation will pro- 
mote Kolynos tooth powder more aggressively than ever before during 
1943, it was learned today, following appointment of Compton Advertis- 


ing to handle this portion of the account. 


continues as agency for Kolynos toothpaste. 


J-W-T Consolidates Media and Research Departments 


New York, Nov. 27.—J. Walter Thompson Company has consolidated 
its media and research departments under the direction of Arno H. John- 


son, the agency’s research chief. 


under individual managers as follows: Newspapers, James Short; radio, 
Miss Linnea Nelson; outdoor, Walter Manss; business papers, Miss Louise | and Clearwater newspapers follows 
Dykes; and motion pictures, George Gladden. 


Lea & Perrins Account Goes to McCann-Erickson 


Blackett-Sample-Hummert | 


New Toothpaste 
Copy Swings af 
Liquids, Tubes 


Trans, Now Testing in | 


| | St. Louis, Plans 


National Promotion 


St. Louis, Nov. 25—National pro- 
motion was promised this week for 
Trans, new product whose advertis- 
ing may cause almost as much 
furore as Procter & Gamble’s Teel 
aroused when it broke its now- 
famous “toothpaste decay” copy 
| last fall. Trans is a paste dentifrice 
packed in a glass bottle, and intro- 
ductory copy in the St. Louis Post- 
Dispatch slashes at liquid denti- 
frices, and launches a blow at the 
tube-paste business by pointing out 
that no tube need be returned when 
Trans is bought. 

A product of 


Golden Peacock, 
Inc., Paris, Tenn., Trans’ one-city 
copy is headlined: “Now—no old 
tube needed to buy this marvelous 
super-cleansing bottled toothpaste.” 
The text leads off in this vein: 
“Now thousands who want genuine 
toothpaste—but haven't a tube to 
turn in—can get it!” 
Hits Liquids Hard 

The jabs at liquid dentifrices 
come in these words: “Without an 
empty tube, you can buy Trans, a 
genuine toothpaste made especially 
to pour conveniently from a bottle 
/and economically stand up on your 
| brush.” 
| Nor does Trans stop with this 
| declaration. “Do not confuse Trans 
with so-called ‘liquid dentrifices,’ ” 
copy declares. “It is ‘bottled tooth- 
paste’ that cleanses without aid of 
soda or other help.” The “soda” 
portion of the statement would 
seem to be aimed at Teel, advertis- 
ing for which has stated that if 
one’s teeth must be polished, an oc- 
casional scouring with soda is indi- 
cated. 

According to the copy, Trans was 
“previewed,” and all who tested it 
voted it the equal of any denti- 
frice they had used, 85% calling 
it the best. 

The new product is sold in a four- 
ounce bottle for 25c. 


Plans National Drive 

Will T. Warren Jr., president and 
general manager of Golden Pea- 
cock, told ADVERTISING AGE that the 
product will be distributed nation- 
ally “immediately,” and that a list 
of national publications, including 
Life and Time, will be used in its 
| promotion. According to Mr. War- 
|ren, the St. Louis test has been 
highly successful. 

Cole & Co., Memphis, Tenn., is 
the agency directing the account. 


Pepsi-Cola _ 
Extends ‘Soda 
Fountain’ Copy 


New York, Nov. 25.—Pepsi-Cola 
Company’s entry into the soda 
fountain field, launched on a test 
basis last September in Bingham- 
ton, N. Y., has been extended to 
Florida markets, it was learned to- 


Space and time buying will continue | day. 
| 


Announcement copy in Tampa 
| the style set in New York, inviting 
consumers to “Meet me at the soda 
| fountain, now.” Initial advertise- 


New York, Nov. 27.—Lea and Perrins, maker of Worcestershire sauce,| ments are 925 lines. 
Newell-Emmett Company is the 
| agency. 


" | has appointed McCann-Erickson as its agency. 


account executive. 


Jackson Taylor will be 
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Sharing Theme for 
Meat Institute to 


Newspapers Dec. 2 


Chicago, Nov. 24.—The shift in 
the copy theme of the American 
Meat Institute (reported in ADVER- 
TISING AGE, Nov. 2) will become a 
reality Wednesday when 350 news- 
papers carry 1,000 or 1,500-line 
advertisements of AMI’s “All 
America is glad to share the meat” 
campaign. 

Similar messages will appear in 
the Dec. 4 Life and December and 
January issues of McCall’s and 
Woman’s Home Companion. Other 
magazines may carry the copy later. 

The copy will continue to stress 
the nutritive values of meat, but the 
prime emphasis will be placed on | 
telling why the meat sharing pro- | 
gram is necessary, what the pro-| 
gram is and how to meet it. | 


| 
| 


Explains Varieties 


WOR Names Maddux 

The Bamberger’ Broadcasting 
Service has named R. C. Maddux, 
vice-president in charge of sales 
for Station WOR, New York, to the 
board of directors and to the execu- 
tive committee. 


As previously reported by ADVER- 
TISING AGE, heavy emphasis will be 
placed on explaining the types and 
varieties of meat. Copy will depict 
a week’s supply of meat for a fam- 
ily of four, show scarce meats and 
plentiful meats and suggest seven 
ways to “stay within your allot- 
ment.” It will also explain the 


various demands made upon the | 
meat industry: how much is re-| 
quired for the armed forces, how 
much for lend-lease, etc., and will 
appeal for understanding among the | 
home front consumers, so that each | 
family will get the share of meat it | 
needs. 

At the same time, copy is going 
into medical and professional jour- 
nals, with one interesting advertise- 
ment headed “Give us this day,” 
which explains by a chart the varie- 
|ties of meat so that professional 
people will be able to explain to 
their clients the values of meat. 
| The professional portion of the 
account is handled through L. G. 
Maison & Co. Leo Burnett Company 
is AMI’s agency. 


Fox Now President 


Newsprint Supply 
Hits Plans for ‘Extra’ 


Because of the tightening supply 
of newsprint, the Extra Organiza- 
tion, New York, has announced that 
it will be forced to cancel plans to 
publish Extra, a proposed midweek 
pictorial magazine. 

Officials said more than a score 
of publishers expressed definite 
interest in the projected supple- 


} 
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WORKER'S LETTER ASKS PRODUCTION SPEED 


ment, but that the WPB called a 
halt to the plan. William G. Chan- | 
dler, director of the WPB printing 
and publishing branch, wrote the | 
organization that the outlook for | 
1943 as regards pulpwood made it| 
unlikely that an adequate supply 
could be obtained for the supple- 
ment. 


Dublon Joins WPB | 


|art director. 


Janet Dublon has joined the War 
Production Board, Washington, as a 
planning specialist in the Office of 
Civilian Supplies, medical and 
health division. Miss Dublon was 
formerly in charge of research and 
media for William Douglas Mc- 


W. A. Fox has succeeded J. B. 
Mackenzie as president of Fox & 
Mackenzie, Philadelphia agency. 
Mr. Mackenzie resigned to join 
Lewis & Gilman, Philadelphia, as 
John A. Fox has been 


named secretary-treasurer. 


Adams, New York. 


Meds Switches Agency 


Personal Products Corporation, 
Milltown, N. J., has appointed Fed- 
eral Advertising Agency, New York, 
to direct advertising for Meds. 
Young & Rubicam, New York, pre- 
viously handled the account. 
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shops and factories. 


age hourly earnings 


up to $1.16. Here is 
payroll totaling over 


ep rE od 
ry 
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in on the time clocks in a thousand 
punch is a poke at the Axis. Aver- 
for the month of September in 


the durable goods industries ran 


weekly, plus another 400,000 men 


eee 
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600,000 “IN” PUNCHES PER DAY 


ORE than 600,000 men and 


women in Detroit punch 


And every 


in Michigan 
of the hour, 
gestions ... 
an industrial than a year 


$30,000,000 
with it. 


The Detroit Free Press 


Story, Brooks & Finley, Inc., Natl. Representatives 


and women who have the big job 
of feeding, housing, clothing and 
servicing Detroit. 
American market over 375,000 
families depend upon The Detroit 
Free Press each day for their news 


fast, and The Free Press grows 


In this No. | 


and their buying sug- 
50,000 more families 


ago. Detroit grows | 


Carrier Message 


You've never heard of Art Hocking 
... but he’s worth listening to! 


to te fellow. 


CARRIER CORPORATION 


Makers of Air Conditioning and Refrigeration Equipmen: 


Syracuse, New York 


“Let's get it over quick!" a Carrier Corp. employe begs fellow workers in this 
striking copy, carried in dailies last week and reprinted as an outstanding war- 
time appeal. 


Morale Theme 
Used as Basis of 


Syracuse, Nov. 25.—Morale copy 
keyed to increased war production 
is the theme of a new campaign 
released this week by the Carrier 
Corporation, maker of air condi- 
tioning and refrigeration equipment. 

First copy broke today in the New 
York Herald Tribune, Times and 
Wall Street Journal, reproducing a 
letter from a Carrier employe whose 
son was recently killed in action. 
The letter urges faster production 
to end the war sooner, before the 
casualty lists start mounting over 
the years. 


Rates Front Page 


The paid copy so impressed the 
Associated Press that the letter from 
Arthur Hocking, “Clock No. 2062,” 
to his fellow workers—suggesting 
the slogan, “Let’s Get It Over 
Quick!”—was carried in full on its 
trunk wires as a regular AP dis- 
patch to newspapers throughout the 
country. At least one daily, the 
Chicago Daily News, considered the 
message important enough to repro- 
duce on Page 1, and it was widely 
printed elsewhere. 

The same copy will appear in the 
Chicago Tribune on Nov. 30 and in 
early issues of Business Week, 
Newsweek, Time and United States | 
News. Depending on public reac- 
tion, additional advertisements may 
be released in the same list later. 

Charles Dallas Reach Company, 
Newark, is the agency. 


‘Canning Age’ Moves 

The publishing offices of Canning | 
Age, New York, have been moved | 
to 431 S. Dearborn St., Chicago. 


OPA Frees Printers, 
Publishers from 
Financial Reports 


Washington, D. C., Nov. 27.— 
Printers and publishers whose busi- 
ness is concentrated primarily in 
editorial lines such as books, maga- 
zines, newspapers, catalogs, direc- 
tories, programs, pamphlets, and 
sheet music, will not have to file 
financial reports with the Office of 
Price Administration, according to 
an OPA ruling made public today. 

Exempted from filing the financial 
reports will be those printers and 
publishers who are not covered by 
OPA’s maximum price regulation 
No. 225 for printing and printed 
paper commodities, or those whose 
total annual sales of products under 
price control do not exceed 20 or 
$75,000. 


Some Services Exempt 


Services such as typesetting, 
platemaking and binding rendered 
in the production of articles whose 
primary editorial character exempts 
them from price control, are like- 
wise exempted from the financial 
reports. 

All companies which received 
OPA forms A and B for financial 
reports, however, must file letters 
stating their reasons for considering 
themselves exempt from ruling 


Brown Appointed 

G. Walter Brown has been ap- 
pointed vice-president of Bristol- 
Myers Company of Canada, Mon- 


treal. For the past 14 years, Mr 
Brown has been an executive of 
Ronalds Advertising Agency i 
Windsor, Toronto and Montreal, 


becoming a director and partner 'n 
1937. 


“Ask your 
Agency 

to ask the 
COLONEL!” 


s FREE 


7 Exclusive 


sd 


WAVE 


5000 watts - 


NBC 


for LOUISVILLE — NOT CHINA! 


& PETERS, INC. 


National Representatives 
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November 30, 1942 


The Crowell-Collier Pub. Co., 250 Park Av., N.Y.C.; 720 Statler Office Bldg 


oJ. Mvewter, Fancy Groceries... is the 
best grocery store in town, charge business 
mostly, strong on delivery and service. Jake 
opened the store in 1919, shortly after he got 
back from Franceand a hitch as a topsergeant, 
Rainbow Division. He’s pretty well known in 
the town today, past president of Rotary. 

The store never netted more than $8,000 
a year in its best years. The Muellers still live 
above the store; and at one time or another 
all of them have helped out. After twenty-three 
years, Jake hasn’t much money laid by, but 
his family represents quite an investment. The 
eldest is a Lieut. j.g. in the Navy. The older 
girl is a school teacher. The second son is a 
pre-medic at State. The youngest, a daughter, 
is in first year high . . . So J. Mueller, Fancy 
Groceries, and the four young Muellers aren't 
bad for a farmer’s son who started as an errand 
boy, grandson of a Bavarian emigrant who 
followed Carl Schurz to this country... 

A good grocer works several nights a 
week. The Legion, his lodge, and the C. of C. 
meet once a month; and sometimes he goes 
bowling. So Jake isn’t much of a man to read. 
The kids bring home a lot of papers and 
magazines, which he hasn't time for. But there 
is one magazine he reads cover to cover, and 
has since before World War I. 

This particular magazine has a special 
meaning to Jake. It’s all mixed up in his 
mind with speeches his grandfather used to 
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make ... with being a good citizen, the flag 
passing in review, the fellows who didn’t come 
back from France . . . with his country. . . 
Jake fought for this country, built a business 
in it, has four kids who are going to live here a 
long while . . . And Jake feels that The 
American Magazine helps him to understand 
his part in this country. 


No mevieo is worth more than the people 
who make it. Attract by entertainment, and 
the attraction is indiscriminate—anybody 
who can be amused. Attract by other interests, 
and the attraction is selective. 

The American Magazine has always 
abided by the credo that the most important 
day is today; and the matters that concern 
most Americans are its essential content matter 
... Yesterday the success of the individual 
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| Reople who give a damn ~ 


was most important. Today, the big issue is 
winning this war, and the better life after it. 
The appeal of this magazine has always 
been to the people who give a damn about 
this country; the people who have a stake in 
this country, and intend to keep it. Between 
magazine and audience, like called to like. 


@oision in this country, and decision, and 
standards, depend not on tradition or code; 
but on the thinking, living and acting of 
millions ofinterested Americans. And by virtue 
of its coincidence with their point of view, 
their interest in its interests, The American 
Magazine ranks first with people of real—if 
not always published—importance. 

Because it means most to the people who 
mean most in this country—this magazine 
means most to any advertiser today . . . It is 
worth more per page and per circulation unit 
than other general media— because it delivers 
more to the people who have the most to 
deliver to you! ... Look into The American 
Magazine now—for to- 
day’s major medium. 


NA TION 


Ca apt ¢ : 7 ; Soe ; ae, if ce ee Po fet eee = Tia a mh 4 Weg 4 . eS sale a tas ~ F ms . Sth eS } ta fa aa Loe , ia Bic i dai 
iat : Ps ete © ; © sh 72. ws . Ee ae “4 Petit: ee ‘ ees 23 bie Ne. NS) . he a Ae = oem: Tate “ sie ae es 4s £ 3) Ske et Se 409 aa L ee pa rb oe ee i Ry a oh ei * z 
es ADVERTISING AGE 3 ~ ™ 
ti aN COS Laz ~ —I 4 “ | 
. - a Fae 5 GS ——— FN i i pat A 
q 2 (— nf i 5 - gr? “if sS. i Se a “$ “4 == > i | | 5 
i ‘ Sx ; H+ ee yee VS oe i —% 4 ‘ a. = te ~ aol ™ 
. Zz § A t 4 =~. } & a sad ae j 
pe. 43 ++ WAUV AG Oy, e mi t y y=}\~ YAU Q — 
mea cL. A filet OAS as SE Vie! \ = : 4 
4 a8 \Y IS ’ ‘ q NI i? a i a — Ve ~~ “2 b = a, : 
/ ye) | Po (ay - — ae 3 Wad /WATK SS << 
IPN. NS Lei or “ay — ee w SN a, 
AA pe or  P pee aah MAS 4 
: = ye : | i > . : > 
7 = i 1 : . * is / m=" = Ay -_ 
TSS - 1’ oo * a = ° bal | La a) ? } yy, RN | a 
al * ne 
Se Vg ee 7 SOV HS = 
UJ ‘ BS Si | mee ;/—)\ (poms see bry] te a 
1 | l\iKZ WED): - S- RP \/— i 
' AWA 74 fe Ne Ne  e e wie » ae | =: a is a 
: » AB 2 
* \ ; : . , a. . - a =. © 
\ \i M po 
| pres PP FI on omens vy ee. 
“a . . ’ he. * S : wa . » j , _ te = om 
7 an Fe Pe , 
sak ™ * ' a ‘\u a“ rye one ‘oa tal i 
, i ee . ok m5, Ay veers = AR tei 
> a ; —— | ~ Fs gad ae = OEMENTS PELE * a cae! : 4 
ih” : eo ‘ POs wre Ke eS : ee 
y ee 2 y t= Peers “aaa “Be 
= . “ iy ier dl # oe 7 
\- : : . , . alin 
n | ‘ a oe cae ae 
4 i oe 
le a 7 oe 
yf / : 
lo 15 aint * 
al as 
id - is i. 
vy a | a 
yn ‘  % _ 
‘d 7 -_ oe 
se | a 
pr ‘ te ae 
_ 
eee 
4 : ia 
se hin. 
its = 
e- ; 
al a 
7 Yes = 
ed im 
al F 
ng ee 
D- Pe 
)l- a 
4 as 
Ir iss | 
of se cigoaeas ae 3 
al, ets 's a 
a _ ; 
"os . 4 4 
= ia w ‘ | a 
Yo a : it. 
: a e 5 - ‘ m i 
Fe eee Wd par ; 
ee ARRy WoPnins Ms 
; ia 
ee ete Bae ee. Me Nae ig eeirgs gm ge a Se as ees Jere ee VERN ee ge I Be 
ere 2 Bh eee 2 > ‘, : a ny a igte * ar ee "area, id pete x et ‘ et age the re A fs, eae al ; ie _ ; a ep ia ie ie, on i Lom tas ae “4 arid “a4 Ji, | " * 


4 ADVERTISING AGE 


November 30, 1942 


Newspaper ( Copy 
Introduces New 
Synthetic Rubber 


Not Good for Tires, 
_ Reichhold Informs 


Norge, peacetime producer of re- 
frigerators, washers, ranges and 
home heaters, now is devoted en- 
\tirely to war production. Ralph L. 
| Wolfe & Associates, Detroit, handles 
| its advertising account. 


WAR BOND FOLDERS 


Budget Bonds for 
) Postwar Use, Is 
5 New Norge Appeal 


; Detroit, Nov. 25.—The Norge di- 
; vision of Borg-Warner Corporation 
plunged into the job of selling war 
bonds this week with a new cam- 


Krof tous Ubi Fonds tn thes 


Harris Joins Food Unit 
of Ruthrauff & Ryan 
Donald S. Har- 
ris, formerly ac- 
|count executive 
with McCann- 


Erickson, han- ° 
paign in national magazines offer- |dling the Pills- the Public 
ing consumers free war bond budget | bury Flour Mills 
portfolios and urging them to} 'Company ac- | Detroit, Nov. 25.—First commer- 
budget each bond for a_ specific |count, has joined @ ‘| cial production of a soybean-alcohol 


the food unit of 
‘Ruthrauff & 
| Ryan, Chicago. 


after-war use. 
“Buy more war bonds regularly 
for victory,” the institutional copy 


tire- 
| worried public this week—but with 
the caution that the new “miracle” 


rubber was announced to a 


the first commercial 


‘/chemurgic rubber 


* 
-_ 


How Syethertc Robber... Jolet Predect of Science and Agriceltere 


4 


‘FARM’ RUBBER 


ANNOUNCING 


production of 


a 


for savings, children’s education, 
travel and vacation, new house or 
farm, new car or plane. The port- 


Using national magazines, supported by 
special copy to the trade, Norge Divi- 
sion is adding momentum to the “buy 


| dled 
for 


advertising 
Pillsbury’s 


Best flour, pancake flour, Sno Sheen 


Donald S. Harris 


advises readers, “and budget them NO tr (; Ki ‘ae a rt dy |product, Agripol, is not recom- 
in the portfolio bond compartments race ae ths Harris has han- | mended for auto tires. 


By means of 6-column by 16-inch 
advertisements in newspapers of 10 


key cities throughout the country, | 


ne folio will hold and budget up to 100 $ ac : cake flour and Farina, with Mc-|Agripol was introduced by Reich- 
re U. S. war bonds.” | bonds" drive with an offer of free budget | Cann-Erickson, and previously with | hold Chemicals, Inc., which for 
A full page, in color, broke the portfolios to consumers. Hutchinson Advertising Company, | many years has produced synthetic | 
- campaign in the current issue of | Minneapolis. | resins. 
_ Collier’s, with a black - and - white | and Sunset Magazine will spread the | cimnecagpe sa! | Because of its background in) 
page in Life and The Saturday Eve- same “buy bonds” appeal. Special) Nqmes Horton-Noyes ‘complex chemistry, the company 

December issues of Bet- 


ning Post. messages to the trade will support) ty Ss Bobbin & Shuttle Company, | declared, it was among the first 


ter Homes and Gardens, Farm|the campaign, with Electrical) | awrence, Mass., has named Hor-|to “undertake making chemurgic | 

_ Journal and Farmer’s Wife, Good| Dealer, Electrical Merchandising | ton-Noyes, Providence, R. I., to|rubber a practical manufacturing | 

4 bE Housekeeping, Holland’s, McCall’s,| and Retailing on the list. 'direct advertising. | accomplishment.” “Agripol is 
“are already available commercially, 
rt | offering its contribution to the solu- 


| tion of our nation’s wartime rubber 
problem,” the announcement said. 


Replaces Natural Rubber 


According to the company, Agri- 


ernment. 
| duction and each one will be plainly 


pol is capable of replacing natural 
rubber in 15% of all uses for which 
natural rubber was employed before | 
Pearl Harbor. The principal raw 
materials used in its production | 
come from the American farm—| 
soybean oil and ethyl alcohol— | 
although only a small percentage of | 
the latter is used. 
Current production of the syn-| 
thetic is only 125 tons a month, but | 
the company plans to boost the total | 
to 1,000 tons by February and 2,000 | 
tons by May, provided the WPB| 
permits it to acquire additional 
manufacturing equipment. 
Immediate advantages claimed 
for the product by Henry H. Reich- 
hold, chairman of the board, are: 
its qualities as a so-called “static” 
rubber have already been tested for 
several months; present equipment 
of thousands of fabricating compa- | 
nies can be used in processing it; | 
and it will free natural rubber for | 
other vital uses. Its market price 
_probably will be the same as other | 
| synthetics, he said. Military, indus- | 
| trial and civilian uses are expected | 


o+- anew opportunity for you to put your sales mes- ‘ absorb the entire 1943 production 
. . of Agrip l. 
sage before the largest audience in Houston and | ae 
| 


Has Several Plants 


South Texas . . . in The SUNDAY CHRONICLE'S 
Rotogravure MAGAZINE. 


The company was formed 17 years | 


! 


ago by the present chairman, for-| 


|merly with the Ford Motor Com- 
_pany, and Charles J. O’Connor, now | 
| president, in Mr. O’Connor’s home | 
|garage. It now operates plants in 
| Detroit, Elizabeth, N. J., Brooklyn, 
San Francisco, Tuscaloosa, Ala., 
Sydney, Australia, and Liverpool, 
| England. 

| The newspaper copy which ap- 


The Sunday Chronicle reaches by far the largest audi- 
.. And now, The 
Sunday Chronicle, discontinuing its regular Roto- 


ence in Houston and South Texas . 


gravure Section, offers you a new, streamlined, tab- 


| years chief of the 


| peared in leading cities Nov. 22 was | 
a single-shot affair, and no follow- 


loid-size Rotogravure MAGAZ|INE—appearing for the 


first time on January 3, 1943... The Sunday Chron- up copy is contemplated at the | 
present time. Reichhold will con- 
icle’s circulation is at an all-time peak—132,901 tinue its regular advertising in 
Fortune and may later consider 


families total circulation and 80,889 families city cir- 
culation (from Sept. 30, 1942, Publisher's Statement 
to the A. B.C.) . . . No other publication has ever 
achieved such vast distribution in Houston and South 


Texas... Write us or ask a Branham man for a sample 
copy and rates. 


expanding the magazine list. 
MacManus, John & Adams handles 
the account. 


FORECASTS NEW 
100,000-MILE TIRES 

Chicago, Nov. 25.—Within four “et 
|five years the petroleum industry | 
will be producing synthetic rubber | 
for tires capable of running 100,000 | 
miles, Dr. Gustav Egloff, director | 
of research, Universal Oil Products | 
Company, predicted here this week. | 

The present synthetic can be used, | 
he said, for tires which can go an 
estimated 35,000 miles at speeds not 
in excess of 35 miles per hour. 
“Although we will return to use of 
natural rubber in the postwar 
period, it will not hold the promi- 
j}nent position it maintained before 
war broke out,” he said. “Synthetic 
/rubber is here to stay.” 
| The Standard Oil Company of 
Indiana announced this week that 


Che 


HOUSTON CHRONICLE 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR THE 30TH 
CONSECUTIVE YEAR 


R. W McCARTHY 
National Advertising Manager 


TO SELL HOUSTON... BUY CHRONICLE... TEXAS’ 


THE BRANHAM COMPANY 
National Representatives 


LARGEST DAILY 


Using newspapers for the first time, 

Reichhold Chemicals, Inc., last week an- 

nounced actual production of a synthetic 

rubber made of soybean oil and ethyl 
alcohol. 


it would sell a new “war tire” made 
of reclaimed rubber as soon as dis- 
tribution is authorized by the goy- 
The tires are now in pro- 


stenciled “‘war tire’ on the sidewall, 
Standard Oil dealer service stations 
will market the tires to qualified 
purchasers. 


J. H. Morse Rejoins 
Buchen Compan 


John H. Morse, . 
for the past two 
division of com- 
mercial and eco- 
nomic informa- 
tion, bureau of 
foreign and do- 
mestic commerce, 
and editor - in - 
chief of the De- 
partment of 
Commerce publi- 
cations, Domestic 
Commerce, For- 
eign Commerce 
Weekly and Survey of Current 
Business, has resigned his post to 
rejoin The Buchen Company, Chi- 
cago industrial advertising agency 
E. E. Schnellbacher, deputy chief, 
will serve as acting chief of the 
division. Mr. Morse will be eco- 
nomic consultant with Buchen, 
particularly in the field of postwar 
planning. He was a vice-president 
of the agency when appointed to the 
Department of Commerce post. 


John H. Morse 


| Gets Gas Account 


Alley & Richards Company, New 
York, has been named agency for 
the Boston Consolidated Gas Com- 
pany. 


Hop, 
Ist Q. advertising pages up 
16% over 41. 


Step, 


2nd Q. advertising pages up 
19% over ‘41. 


Jump, 
3rd Q. advertising pages up 
39% over '41. 


Oct. & Nov. advertising 
pages up 49% over ‘41. 
Eleven months BW foto! 
over 2300 pages! 


THE NEWS-BASE OF 
MANAGEMENT'S DECISIONS 
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In the first announcement of SKYWAYS it was stated that “the proper interpretation of aviation has 


never been more necessary because never before has it meant so much to so many people”— that SKY- 


WAYS will be a quality magazine of general distribution—that SKYWAYS will cover military, 


civilian and commercial aviation—that its editorial eyes will be focused sharply on the post- 


war market—that SKYWAYS will appeal to those actively engaged in aviation and also to those 


who have an active interest in aviation. 


Now, with its third issue (January 1943) on the presses SKYWAYS is proud of its contributors and the 


recognition from leading advertising agencies and their clients who are among the most important 


in the aviation field. The circulation has exceeded the guarantee established prior to publication. 


Some of SKYWAYS contributors 


in its first three issues: 


Major General Paul B. Malone 
Rear Admiral Frederick Sherman 
Captain Alexis deSakhnoffsky 
R. S. Boutelle 

Major Nathaniel Silsbee 

Devon Francis 

Alice Rogers Hager 

Major General Harold George 
Captain Burr Leyson 

Alexander Kiralfy 

Admiral John S. McCain 
Representative Jennings Randolph 
Dick Rossi, AVG 

Lt. Col. Harold S. Hinton 

William B. Stout 

William T. Piper 

Lieutenant Fred Tupper, Jr. 

Jack Frye 

Squadron Leader E. Glyn Jones, RAF 
Hanson Baldwin 

Colonel Arthur |. Ennis 

Colonel Roscoe Turner 
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Advertisers and their agencies who have placed advertising in the first three issues of SKYWAYS 


American Airlines, Inc. 


Aero Products Division, General Motors Corp. 


Aircooled Motors Corp. 
Bendix Aviation Corp. 

Boeing Aircraft Company 

The Cleveland Pneumatic Tool Co. 
Culver Aircraft Corp. 

Ethyl Corporation 

Fairchild Aviation Co. | 

Funk & Wagnalls Company 
The General Tire & Rubber Co. 
Joyce Aviation, Inc. 

Lockheed Aircraft Corp. 
Lycoming Division, The Aviation Corp. 
The Macmillan Company 
North American Aviation, Inc. 
Northrop Aircraft, Inc. 

Piper Aircraft Corporation 
Parks Air College 

Republic Aviation Corp. 

Rohr Aircraft Corp. 

Ryan Aeronautical Company 
Snyder Aircraft Corp. 

United Airlines 

Vultee Aircraft, Inc. 

The Weatherhead Company 
Wittek Mfg. Company . 
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HENRY PUBLISHING COMPANY 


30 ROCKEFELLER PLAZA, NEW YORK CITY 
West Coast Office 404 Fordyce Road, Los Angeles, California 


Ruthrauff & Ryan, Inc. 

Kircher, Lytle, Helton & Collett, Inc. 
Spitz & Webb 

Buchanan & Company, Inc. 

N. W. Ayer & Son, Inc. 

The Bayless-Kerr Company 
McCormick-Armstrong Company 
Batten, Barton, Durstine & Osborn 
Cecil & Presbrey, Inc. 

Franklin Spier & Aaron Sussman, Inc. 
D’Arcy Advertising Company, Inc. 
Blackett-Sample-Hummert 

Lord & Thomas 

Hutchins Advertising Company 
Atherton & Currier, Inc. 

Batten, Barton, Durstine & Osborn 
J. Walter Thompson Company 
Hutchins Advertising Company 
Ock'eigh R. French & Associates 
Cowan & Dengler, Inc. 
Barnes-Chase Company 

The Essig Co., Ltd. 

Smith, Benson & McClure, Inc. 

N. W. Ayer & Son, Inc. 

Ruthrauff & Ryan, Inc. 

Mexon, Inc. 


The Advertising Corp. 


J. FRED HENRY Publisher and Editor 
DOUGLAS B. MciINTOSH . General Mgr. 


HENDRY LARS BART . Managing Editor 


2 Ty areata SP ad r : Sart = syd gts it ane Nix emcee ie . 
. ot meee ? : of es See etx heb Bae wis aint See % ai 4 x ¥ Se ; oa 
bcp ae Spe it GR Pa ie Wace cer Lee ae = ae , oon pay ° Mes re ae eh ee i sh ae Bal € eT ei oh ‘ ae ree a ; 4 . ‘@ 5 il rh ak aa Aer abe eae x 
ease eS 2 Scene 3 ide *y Bate Seer haat Ce een Pater ee Oo oS) eS eee es a aan pat ee eT) ae tas Wr ee eet oo Na sia De Se A |. ae pipe Be eat 
; " : Ate ies arr Cait ah diel ie eee SS 2s ee es Pea ais te Se Oe pa cn. ' eae é fae ete 
a : d * M . : ee Shee ls 5 aes 
2 e site . ss : ee erg be 3 os ” <3 wis a : 
- ae ; es — : ; Se i“ Es ee Se iakade a | ia “ca ee a . 
— ae > ager ee a i : 8 a, eh ‘ & ses ie : 4 
ae : a eee ae = a ee 3, falas 2 ae gla Mn 2 “aa : ptt £ % 5 ; d Got ‘= 
Poe ae én an a galy ee ale 1 ee as ‘ & ey “a ‘ iy! 2 . od % 
re. — sae =, Br ice as dy) ae ;. ae sen h A ‘ Bie #5! ae uo Sie o 
: a “ co i os, anor! 5h 4 . Sih aaa “ee ; . a a 
i =, ss — < re. ne Fee a, ‘ Se ~~ ee x ‘ — ef 
ee = F ae = fe Cen eas tt 4 : $ RE Rae e bs . ‘ a — | ae 
J Pee ae : - = er a ee - roe Nayegee —a “eee ; ae oe ee 
eo a ’ ert ey RS Pa i a _ b. oo ee ae ; gle. : pres = js ee, 1 
_— > ae “| er eae < - OR to le n> , as ee Ranh ie a — he 
- a 3 0 RS a a aes e : RO lege ee aa ee i le FI “ Be 3 si % a ¥ Hil “a op ue. ed ot ~ a: e 
= i "< re Eat, Sah hea! ae a Cee ae a os Sa ae se TS a sg 
a a ‘ fo ea em celal Ai Sh a 2 : ; 13 ga a oS a eae oe aaa eS i ee _— ee ee re ee a 
‘a et a ~~ ee ae ee is ee a , ie ies a fie, 0 ee aes ve : eo ee Spee ee ae ges ’ ater "4 
el ae 4 iho ee, eo. el as ee es ee ie ae eee | ao ae cee 
oe | ee | ( ae ea. 8 ey ‘_ , 
2 EE eee shay aes ae RE Ne ge _ ee ee ea re ee a oe ee ke lO ee —— i - r, 
se ee. ee PK ea ‘ . Ge Es B ey PG ee wl are ee | ae 
a ee eae ie or Se ee ne ee ™ 
=e in aes eee ce ee eta oat ae a : =: he Boo ae 4 
i. Pia p TMM aie Be ea apy , . Be ee a, i ee. 2 gear ea: aS 
Ps. 7 oe > a ra wae co i Pee a ey: ie a % 
— = . a Poe oe a jee Se er lie 
—_ oe “ws . ; ae? oT eae eS Foe le i aaa igs ai ee ob noha ae 
— St, | ae oll a he ape i ear ete pe. dee OS aa la 
“ia ef th & — aa a . oe ee oe. ue ws ma : 
+ Bet ys «g F a : é ; : : ; “ Meek a “ey pie ey i a aaie a ae 2 
ee gee ee -_ = : : : ; a igi Po ee ee : ee, ise nk ea anos nce ©, oo ae” oe, 
‘Se: See Bie! e ‘ee > Rear Aa eas a NE eee ea vide eee a ra 
og a a z q é Z z' ee Wes ae eas ae ee 4 4 ee : oe ee Ul Ue i. a 
— * Rie a ~~ uted chert the ne ; Pay. hve ped: bate Se a 7 ee i i Bid 
Ke? ry oS ee al ee *» _ ‘2 ; © da oy : sa eet a oe ee es Ve eo e \ ie il foe 
—— “ois a. » ’ , a : ' ean 1 ee ; ae a . eee. eon ye ae 
: — wo ie Re eo % tee eee e + 
+ a ie ie : Ae A ae ee ee t. are ] 
1 ' : a, = ie nas ae ll » 
, , on ~ ae ; : ae + i : 
a uh : —— ee a 46% 
Pa ba ™ si Pag oon ae an ' SS a ee a 5 a eed ae ; 
,. - Ss 7 ee — a a a a a a ae 
ba b ql 4 se * ee >, i — ee ee ate ie 
; 7 = oe i : 4 uae ican J songs * - -" ae. ns Ah ae ag — 7 i aiid iy = ae : ss 
: BSc asl ‘ = j Pr ite: Be : ae Pen ee 9 te Alli lili. AS ie 
ie ee a = ? " a r ¢ : Bis — ‘ a aa oar ae 7 a am eat oe — ¥ oid os a 
sod in a ; ™ SS ae a ‘ or | a . : ae . i es ola a =f ' S&S ee a 
ee nies re ee i Ne” re ae ee a. 
= aaa |. — ot ee i. a ee * — Se ae — 5 
‘a ae ee! a e 3 be ; oe, ‘. ; : ‘ oul i a os 2 et tl = 
~ ‘tee egies ee cL 4 a _ a ? ae — ee tx he A ye Bhp a : . SS OO . he - 
: a CF Re a ———————— sey : oe q Lin Pile. an : : a 3 ae Ce a ie 
Fe : ae. 2 : ~ cal PaO mr a me : : , 4 ee , ‘ ai : ¥ ee, : > we a oe * sa 
sie de SR oie i . a = oa =e aa te. , yy a... ao 
= oii , ase Beas es 1 os a. "ys EER Ee _ - +e 
. ie a : at. nies ee +S Se a a ae ‘ ee . ¢ : Bis . - ae "hee 
ye | oe ae ry re : a a : al -- at fp . Ga PP = Fe a hoa a 
. mae = a OSE er ee toy ¢ og Ser. (ee . se ss : — . pe - a 
7 : = 3 —— om ee - » lees ’ , F se a a. ee aii : ; ? i a ote 
‘ — 6 jl RRO og Tar a ere Pr he :, met z x i | fi ‘ i Ss gis ate 7 ee vi eee a - 
a a Al P Agia Pye ih os: hat j “ £ an aR Sk ae 
. ae, 4 er ea ss re pre ae Pree SG a is : a ees _ 5 Sana al “yearn St ae ae 
ae a Se a Se ae ae gall ——— oe a i nes ie ike 7 
| tet a ea a a: ‘ e F ; es * tj. ‘ Se, rs etn “a ‘ 
oes eet a 6. | gee ae hanae ' aid : ‘ = oe oe wa j he i ee ri. ae — 
sd, | Be bic. ne a aad Pe ee ew Se ee Le are i aie ¢. Ms 
“l ae oi fe oy Ris | ‘ty Aa . . - aoe Se - on eee Pes is is eee ¥ ’ 5 ge ae ; ps; as os ie em. 
“—e Rye A tae ia me ” . : a : Aan ae NR eRe * i Sete ae a da 5 TE: = 
ae = Soe : ~ aed 7 iw " °, . Bs ye ye tha Ra eet P| ee aaa a i 
le > 2 ie en he ~. a '. Ry 2 ie, ee a aed. oe id la "Tp es Shige , a 
a : * awe = ita ees oe ae ag alta ES Fe ae. > tie a als > 
Re 4 cae * pa ee a a a a CURD 6 Ee ee eae ne bar ’ ” 
> E os ae ae : ky ee: i ie ee Re Cee ee eee e ros Re hoe 
i a aS i ee : So es ‘ Se ae eee Pa 
Pas _ . oe 2 Ss P . a a . — ae ae ee 
aa a ~ i — “e = 2 vy wy ' os ghia Reyne Sia ti 
)- a | es, ge Seis ia - Se ee 
—- a Cee x 7 . — pe ee 
ly “ ; st iannecale a . 
J - “ j ‘ 
1s eae 
d ee eT ae 

“ oe 

ee 

. iy iat. ee 

; i. 

Ha : oe 

a aa 
leek ia i ate 
So Ce 
ee ee “3 
4 rr 
Pibicete 2 
mee 
ie an 
¥ a. 4 
ca 

a ‘a 

nt . 

; 
to : ee Ps 2 , ‘ 
\l- | -_ ae 
nf ee me 
. a vis 
" ae ge 
he | a oo ae 
~ : Po . ° . . e ° ° ° : . ° “oF aE on 
o- eee 
n, . 
ar ae 
nt si ‘ 
he ao 
I ° ° ° ° . ail Sek 

| RY vs cll 

. ae 

Sora es Pe pn 3 
. . . . e a “he .* 7" 
¥ ° ad — -) 4 q 

a 72 Sa 
WwW a Le 
or . : ° ° ° . ° 
N- 

_ . . . . . . . . 
‘ Paint 
. ° . ° ° ‘ ie 

; “avian 

a ae Sle 

ee ee 

ee Bee 

fe 

P R econ |e ‘4 
° ° ° ° ° . rae.” 

— ‘or. 

F 

7 ae 

ee 

nets, 

- sa 
ng se ee sg es 

> aS ie 

4 bates 
i ~ ald ier 
a. * 
“a . i 
: » 7 - ’ 
Ee ae 
we “ Pa ib 
* * i 
eg 
of — ee 4 
— 
a es : @ 
i, <name 
i a 
he 
a 
y 
= 
PS 
ae > ‘ ; me 
: ee et, S ° fs ‘ Pe 7 
2, "OF aos , - Bias 3 - * Bae , F et Pan bale a F F } ; ? 7 . 54 Ere i a 
a a, mee ih ae ve Bo s. 5 SS Ao ee BP oa. oe. ae is y = 5 7 lee 4 ey. « q > r bid t 2 ope es uA 2 ai -. ae 
. eS * ge ee 4 - Pe ae er » ia ae s,s a. = “2 ue. ne at ar en , ee a ay. aq : ¥ d , aD TRS 2 ial S ae ex 
“a eee 1a; od Dire tte: pare a an oe et ees ate a ae os ag gall | Oo i roe 7S ‘ . ft: are " ‘a ® aN : “= 
hy _ Ck Gene aay ley sy o, ete oe aed at es seat, : m eis ee ra iS “ ae oe — Oe Bene ad a ee I ae wo 
a ake ee wh: at * < a3 ° ae ? . tao 4 “ i ara Mn, - oe & -- £f Ly % b 
am fr ae ie tie, ere a ses a , rs ce « > Pers fi y Br =: Me te A ws om ites "Te ; ae Ss Wet, i ca 
ee OMe eae eke ee MeO oes Oe Ae a eee PA nT fe RT hes ithe, ae pW AGP ek Cetac™ cee” ae a? ee Sagi ths 2 May a — Sha a ae 
Sa re ee ee a =e aoe. ae Finis, shee <a pS ee See ie ee i ek Cee ea ee glee ice gee om MS Papua Gar ee all 


ADVERTISING AGE 


November 30, 1942 


Standard Oil 
Continues Its 


‘Start Up’ Pledge 


Dailies, Outdoor and 
Radio Carry News 
to Motorists 


Cleveland, Nov. 25.—Despite con- 
ditions which give the Standard Oil 
Company of Ohio every opportunity 
to discontinue the offer this winter, 
the company announced this week 
it will again offer ‘Guaranteed 
Starting” to motorists and back it 
up with aggressive promotion. 

Cars are getting older, gas ration- 
ing and sporadic driving will cause 
batteries to run down, and many 
war workers are leaving their cars 
out in the open all night, but the 
company is going ahead with the 
offer to pay the starting bill for any 
Sohio-serviced automobile which 
fails to start. 


Decides Not to Abandon 


Many customers and dealers felt 
that Sohio would abandon the offer 
this year because of wartime condi- 


tions. The difficulties themselves, | ners and other display pieces, cold 
coupled with the fact that it is more| weather. tip booklets, advertising 
important than ever to keep cars| mall and movie slides. 
running this winter, led the com- | The “Guaranteed Starting” offer 
pany to make its decision. proved a sensation when it first 
In addition to making the offer | came out in 1936, and has been one 
for the seventh season, Sohio de-|of the most successful promotions 
cided to pull no punches. Conse-/| ever instituted by a petroleum com- 
quently the program is being ad-| pany. There have been no known 
vertised and promoted just as| duplicators. 
vigorously as ever. Following a pre-| The campaign is being handled 
liminary announcement that ‘“Guar- by McCann-Erickson, Inc. 
anteed Starting’ would again ae ——_—_——. 
available, the company launched its | s : : 
campaign late this month, using 150 | Swilt & Co. District 
newspapers throughout the state, | Meetings Go on Blue 
1,000 panel posters, and news broad- | Instead of a number of district 
casts over three radio stations,—| meetings, Swift & Co. conducted a 
WTAM, WLW, and WTOL. The) single one this year, via a Blue Net- 
campaign will be equal to that of | work coast-to-coast hookup Nov. 21 
last year. fe Sng ome 3,000 salesmen and 
ee mE Oe _ n+ | other oyes. 
sp nenmaper copy, features the fact| John Holmes, president of the 
. “ee"""® | Chicago meat packing company, 
trouble this winter, that cars will told the group that the company 
be older, and that less driving will| wil] fill its responsibility of con- 
mean weaker batteries. Thus the|tinuing to keep its brand name be- 
economy of the contract to custom-| fore consumers and dealers through 
ers is emphasized. The money saved | advertising. Many opportunities 
may be used for war stamps and_| for public service in advertising will 
bonds, and other wartime needs, oe a ag he ages ton 
: an ans call for copy whic 
Copy Gels om. will help acca soe Siales fedbelane 
Using Direct Mail use of available meat. supplies. 
Direct mail is being used to con- hong untre s Pig ~4 
tact an extensive list of customers | velle, general plant sales manager: 
of “Guaranteed Starting during | R. H. Gifford, branch house sales 
previous years. Promotion material| manager, and Vernon D. Beatty, 
for dealers includes posters, ban-' advertising manager. 


er of the South. 


peace are wonl 


W ar is a Frankenstein monster of 
no good intent...but even from the most 
evil things some good must come. War 
has upset our plans, tangled up our lives 
and unraveled our business scheme but it's 
awakened the nation to the industrial pow- 
New Orleans, hub of 
Southern industry, has more new war in- 
dustry than censorship allows us to mention 
and is going through the biggest boom 
in its history. What's more, it is the kind 
of industry that will stick when the war and 


News Your k 


Even in the most 
evil things... 
there ia some GOOD 


Front-page news across the nation was the 
gigantic Higgins contract to build cargo 
planes in mass production. Some 50,000 
workers are needed for this contract alone 
and that's only one of many swelling New 
Orleans’ buying power. 

So if you would salvage some good out of 
the evils of war, now is the time to adver- 
tise in the New Orleans market. ..with the 
largest newspaper circulation in our history 


—Morning 143,540, evening 66,765, Sun- 
day 236,139. 


The Times-Picawune 


NEW ORLEANS STATES 


s: NOFE, ROTHENBURG & JANN, INC. 
Chicago Detroit Atlesta San Francisco 


SIX AND ELEVEN-CENT CIGARS 


A Message from 
an Old friend... 


WHITE OWL REPORTS 
TO AMERICAN CIGAR SMOKERS 


x «ee 
=z Ww R 


Robt. BURNS Zila uc 1 


Recent increases in federal taxes brought new advertisements in their wake last 

week, heralding the wartime demise of many 5 and 10-cent cigars. At the left 

General Cigar Co. explains why White Owls are raised in price for the first time 

in 22 years. Only mention of the penny boost on Robt. Burns Panatela is at the 
end of the signature line. 


White Owl Drive 
Announces New 


Wartime Price 


New York, Nov. 25.—The first 
price increase on White Owl cigars 
in 22 years was the theme of a cam- 
paign launched this week by Gen- 
eral Cigar Company in 42 metro- 
politan newspapers in 29 cities from Quotes Not Fair 
coast to coast. Announcement of | In denying in general the allega- 
the increase from five to six cents | tions of the FTC complaint, Bris- 
is also being carried on the Ray- tol-Myers charged that portions of 
mond Clapper-White Owl broadcast| the advertisements quoted in the 
over a Mutual network Mondays} complaint “are not fair and accu- 
_and Thursdays. rate representations of the entire 

Reader-type newspaper CODpy| advertisements out of the content 
pointed out that White Owl, orig-| of which they have been lifted.” 
inally selling for ten cents in 1920, The answer admits the represen- 
gradually was reduced to three for) tation that twice as many dentists 
25 cents, then to two for 15 cents) personally use Ipana in preference 
| and finally to five cents. The adver- | to any other dentifrice preparation 
tisement stressed the impossibility by actual choice, and that more 
of maintaining the current price, | dentists recommend it for their pa- 
due to increased taxes and higher | tients’ personal use. On the other 
costs, without lowering the quality. | hand, it specifically denies the alle- 

Additional insertions are being, gation that the recommendation of 
prepared. J. Walter Thompson |Ipana toothpaste by dentists “con- 
Company is the agency. | stitutes convincing proof that use of 
a _Ipana is productive of healthier 


: | s, bri h, ore attrac- 
Bristol-Myers i ike cas a ees help. 
Accuses FTC of ful stimulation to the gums.” 
Unfair Complaint 


Admit Diet Claim 
The answer admits representa- 
Washington, D. C., Nov. 25.—The| tions that the current American 
Federal Trade Commission was diet is “soft” and “creamy” and 
charged with basing its complaint) does not give the gums sufficient 
| against the advertising copy of work, exercise and stimulation, but 
| Ipana toothpaste on unfair, incom- asserts that portions of the copy 
| plete and inaccurate representations quoted in this connection are not 
of entire advertisements in an fair and accurate representations of 
answer filed today jointly by Bris- the entire advertisements. 


tol-Myers Company, Pedlar & 
Ryan, and Young & Rubicam. 

The Bristol-Myers answer denied 
that Ipana toothpaste is a cosmetic 
preparation according to the defini- 
tions of the FTC act, and denied 
that the two agencies participated 
in the dissemination of the specific 
copy upon which the FTC allega- 
tions were based. 


“What American industry has done 
in a year of war will be comprehensively 
told for the first time ina 


” il 


special section —“American Industry 


at War—an Inventory’ —in 


The New York Times, 


Sunday, January 3, 1943 


“ 


Reaching over 800,000 leaders of American opinion in 10,000 cities and tow" 
| all over the country, this section offers an unusual opportunity for advertise’ 
| , , | 

who have a story to tell of war accomplishment. Get the details tocoy: 
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ws 12 million circulation—that’s just 
a telephone number. Nobody can visualize a 
figure as big as that!” . . . Certainly it’s a 
telephone number—but you can call it. It 
isn’t a statistical abstraction, or Lend Lease; 
but a pertinent reality, like the figures on 
the banknotes in your billfold or on the face 
of your gasoline gauge. It’s a functional 
figure that you can use! . . . Skip all those 
ciphers that don’t fit your imagination. 
Think of every third family in this country, 
the kind of family that lives in the best 
markets, lives better and earns more than 
the national average ... And realize that you 
ean reach this best third family in one 


medium at one time—any Sunday... Forget 


the figures. Remember the fact! 


And Metropolitan 


Telephone number Group Sunday comics 


that 


sections really reach 
families—with a readership regularly ahead 
of top program listener ratings; adult men 
81%. women 79%, children 99% plus... 
And reaches families regularly, because 


reading Sunday comics 


childhood and is rarely 
lost... reaches readers at home, at leisure, 
in a way that steps up the readership and 
acceptance of advertising! ... The space unit 
is big enough for a big story, big display. 
And there are four colors to work with! ... 
Twelve million of the best families, in the 
best markets... comprehensively covered, 
with the highest reception assured... at a 
very low cost—is a medium that gets action 
in a big way! Cf. the advertisers who use it! 


Get more details from any office—soon! 


Metropolitan 


Baltimore Sun « Boston Globe « Boston Herald e Buffalo Courier-Express e Chicago Tribune « Cleveland Plain Dealer 


Des Moines Register ¢ Detroit News ¢ Detroit Free Press « Milwaukee Journal « Minneapolis Tribune & Star Journal « New York News 


New York Herald Tribune « Philadelphia Inquirer « Pittsburgh Press ¢ Providence Journal « Rochester Democrat & Chronicle « St. Louis Globe-Democrat G I OU 
St. Louis Post-Dispatch e St. Paul Pioneer Press ¢ Springfield Union & Republican e Syracuse Post-Standard « Washington Star e« Washington Post 


220 East 42d Street, New York » Cuicaco: Tribune Tower « Derrorr: New Center Bhilding « San Francisco: 155 Montgomery Street 
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tion controls before the end of 1943. 

Change appeared most imminent 
in the field of manpower control. 
Paul V. McNutt, chairman of the 
War Manpower Commission, ad- 
mitted Monday that he had no as- 
surance that he would retain his 
post. The uncertain future of the 
manpower administration was 


Post-Election 
Rumors Forecast 
Civilian Changes 


Manpower-Production 
Control Struggles 
Dominate Washington 


Washington, D. C., Nov. 27.— 
Talk, more than action, headlined | 
Washington news this week. 

The talk concerned mostly change 
and showdown. 

Change was forecast in the} 
President’s admission late last week 
that he would shortly announce 
new setups governing manpower 
and food control. 

Naming of Governor Lehman of 
New York to administer overseas | 
food relief, the post that pushed! der his Department of Interior sec- 
former President Hoover into the| retariat to Chairman McNutt. 
international limelight, did not end| retary of Labor Perkins would, in 
discussion of a tighter administra- 
tion of domestic food production) Agency functions now held by Mr. 
and distribution—control that be-| McNutt. 
came obviously necessary as re-| Secretary Ickes’ orphaned Office 
ports indicated that virtually all| of Petroleum Coordinator for War 
major food products would be un-! would be shifted to the War Pro- 


tion of several key McNutt men, 
and the accepted resignation of 
Raymond Rubicam, special assistant 
to Mr. McNutt. 


Rumor Triangular Shift 


By no means unbelievable was 
the rumor of a three-way cabinet 
shift to solve the manpower mud- 
dle, widely circulated on Wednes- 
day and Thursday. This “flying- 


Manpower Commission, and Selec- 
tive Service under the direction of 
Secretary Ickes, who would surren- 


der rationing or strict transporta- | 


heightened by the rumored resigna- | 


trapeze” play, as reported by vet- | 
eran correspondents, calls for plac-| 
ing the Department of Labor, War 


Sec- | 


turn, assume the Federal Security | 


supervision of Rubber Administra- | 
tor Jeffers. 

What gave the report credence | 
is the fact that it would solve | 
several political sore spots and) 
place the all-important manpower | 
control in the hands of one of the | 
few able New Deal administrators, 
Secretary Ickes, who has gained the | 
respect of businessmen and labor | 
alike. One of the war’s strangest 
|quirks has been the solid founda- 
| tion of good will between Secretary 
| Ickes and the oil industry, once his 
| bitterest opponent. 

Talk of showdown centered 


in 


‘the reported all-out battle between | 
the War Production Board and the | 


armed services for final executive 
authority over materials and pro- 
duction. The rift was highlighted 
by the failure of Secretary Stimson 
of the War Department and Secre- 
tary Knox of the Navy Department 


to accept Chairman Nelson’s direc- 
tive placing decisive power over 
aircraft production in the hands of 
Charles E. Wilson, vice-chairman 
of WPB, and former president of 
General Electric Company. 

The White House decision in this 
showdown will have far-reaching 
effect on the civilian economy dur- 
ing 1943, for it would substitute the 

“order everything in sight” philoso- 
| phy of the services, for the balanced 


pesecoors 
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WILL for the post-war tomorrows. 


"Grand Strategy” schedules. 


103,526 


(U. S. Census) 


Since the 1940 Census, Rock Island-Moline has grown Over 70% 
8° in population. 


Tri-City Industrial Employment has increased 88*« 
since July 1939. 


NATIONAL REPRESENTATIVES 


MOLINE 
DISPATCH 


ROCK ISLAND-MOLINE 


(ILLINOIS) 


The man on the street is beginning to understand the meaning of 
"Grand Strategy.’ The epic of North Africa took care of that and the 
pattern of ultimate Victory for the United Nations is beginning to 
emerge. 


War time marketing, too, should be planned on a "Grand" scale with 
post-war objectives clearly defined in addition to the immediate sup- 
port of our current war necessities. Rock Island-Moline is a "Grand" 


market in the sense that it offers SALES TODAY while building GOOD 


Despite the tremendous local production of vital war goods—this com- 
munity has had very little of new plant construction. 
of today will find plenty of peace jobs awaiting them tomorrow. 


Rock Island-Moline is a ''Grand' market deserving of a spot on your 


war-busy, production-minded Americans are looking to you 
for advice on WHAT TO BUY—now and from now on. 


of the 
originates in the 


The Rock Island Government Arsenal employment 
has increased over 70° during the past vear. 


WE'LL GLADLY SEND YOU ALL THE FACTS 


THE ALLEN-KLAPP CO, 


ROCK ISLAND 


Our war workers 


Tri-City Industrial Employment 


Rock Island-Moline Zone. 


| 


| programming by civilians that | 


| ciple had been violated. 


|}and the OPA retail economy order: 


———e 


COFFEE BRAND VALUE REEMPHASIZED 
ff 
How you can have 


More Cups of Coffee 


at your house 
// / 


ey 


Coffee ratroning starts today rown coffee from the mountains of the Trop 


You buy your coffee by the pound — bur \ teal Americas—the world's coflee parsdise 
There ain air, brilliant sumshene 
You drink @ by the cup abundant rern/fall, tertile veicann ses combune to 
lf you éeew your coffee you can get many \ work a muracle of full-bodied, tngoreas coffee 

more cups trom each pound | flas 

\ Long before coffee rationing was ever imag: 
You should know that some coflees have more ined for Ameria. thousands of houses ives dis 
Qsces in Os beee Genes calem. fon weme N covered and wrote us that they used 1th lew 
of Folger's than of other brands they had tned 


oranges are juicy — some are pithy — some apples 


are fire aad yuscy while some are soft and mealy —and soll got better-tasting coffee 
Whenever you buy « pound of Folger's Coffee 


Moat coffees are very moch alike in taste and b 
coftee 


flavor oil content. But there are different types 
ome 


—please do not use it as an ordinary Try 


using | 4 less—use three spoonfuls for four cups 


for tH we 


and some have very much more fever con 


Pieaw don't «ate a tiny granule 


Actually, when you make your coffee heverage 
vou amply release that flavor essence from the 
ground coffee into bosling ater 


Among the more flavorful coffees, Folger's 
unique and diennctive. For Folger's m frankly « 
diferent hind of coffee. Ita blend of mounts 


in every spoontul’’, and you can have more cups 


4 coffee at your house — with Folger’s Coffee 


FOLGERS COFFEE 
Wlountan Crown 


That coffee rationing will not eliminate brand promotion, but on the contrary 

might intensify it, is indicated by this 1,000-line advertisement for J. A. Folger 

& Co., Kansas City, which will appear in an extensive list of newspapers between 

the Rockies and the Mississippi River on Nov. 30, the first day of coffee rationing. 

It will be followed shortly by two additional 1,000-line insertions, all emphasizing 

that brand is more important when coffee is short than when supplies are un- 
limited. Lord & Thomas, Chicago, is the agency. 


Bob Landry Leaves 


Bernard Baruch held to be essential | 4 P r 
in his report on the last war. Mr. Variety for CBS 

Nelson has contended, with some Robert J. Landry, for the past 11 
success to date, that war production | years radio editor of Variety, will 
might break down completely if | Join the Columbia Broadcasting 
basic civilian needs are not given | SYStem on Dec. 1 as director of pro- 
equal consideration with the re- gram writing, a new executive post. 


- : I aki : o>me 
quirements of the chiefs of staff. | Douglas onde “cas shone 


Recent reports from both England | broadcasts, said Mr. Landry’s new 
and Germany have revealed break- | duties would “cover the entire range 
downs where this fundamental prin- | of CBS-built programs.” 

| The author of a_ recent book, 
“Who, What, Why Is Radio?”, Lan- 
dry has written extensively on the 
subject for widely-read magazines. 
He has also lectured at Harvard, 
Dartmouth, Columbia, Ohio State 
and New York University. 


Adcrafters Mark Birthday 


The Adcraft Club, Detroit, will 
celebrate its 37th anniversary on 
Dec. 4 with a luncheon at the Hotel 
|Statler and a reunion of the old 
timers. A big part of the program 
will be a testimonial to Harvey 
Campbell, the  club’s _ perennial 
toastmaster. 


The week’s orders were typified 
by the WPB edict banning produc- 
tion of whipping cream, thus saving 
some 200,000,000 pounds of milk for 
more fundamental nutritious foods. 

In the same vein were the WPB 
shirt and pajama conservation order, 


“Goodbye, frills—for the duration.” | 


Firestone Moves Office 
Firestone Advertising Agency has 
moved its main office from the Pio- 
neer building, St. Paul, to 510 First 
Ave. N., Minneapolis. 


“The Axis 


American labor has written a glorious 


| chapter in its history in the past year. 
overlooked “"""™™ "erm pesy 


Its record will be an important part of 


“American Industry at War—an Inven- 


what ' 


tory,” a special section in The New York 


Times, Sunday, January 3, 1943. 


could do!’”’ 


Reaching over 800,000 


~.leaders of American opin- 
ion in 10,000 cities and +4 
towns all over the country, . 
this section offers an unu- 
sual opportunity for adver- 
tisers who have a story to 
tell of war accomplishment. 


Get the details today! 
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a LWAYS on the leokout for significant news and 

background information to pass on to their daily 

listeners, radio commentators are great “magazine 
readers.” 

Probably no other group of opinion-molders has a 
better firsthand knowledge of just how important and 
interesting each and every U.S. magazine is—so how 
commentators rank America’s magazines is well worth 
knowing. 


ll Here is how they voted: 
ill 
ng % In July, 1942, Carsen Associates wrote to the 970 
O- j . . A ‘ . ‘ 
t U.S. radio commentators (as listed in the 1942 Radio 
= q e Annual), asking just one question: 
~ a 
4 : 2 “What do you consider the most important maga- 
4 4 . ‘ aa . . ™ 
i sine published in America today? 
k, fy ; 
\- 384 replied, and TIME came in lengths ahead of all 
ie ° ‘ sé ° ' 
. magazines carrying advertising ... with almost teeice 
. yo, . ° , . . : , oo oe OL . Tr . 9 ; 
. as many voles as the nearest contender and more votes than EDWIN C. HILL: | consider TIME not only RAYMOND GRAM SWING: When my sonin 
the next six magazines combined. fascinating from cover to cover, but abso- the Navy told me he had little opportunity 
lutely indispensable to anyone who must to read but that he wished above all as a gift 
Then in November, 1942, the commentators in this _ p pac : tgp current ” ’ v7 “es : prea one nae VATII ora - kee P him 
° ° the invisible currents which swir yeneath abreast of the war sent fin ME. Vi 
. same group were queried again—were asked what , eoaaaet 8hy — tie dean a een eee 
: . . the surface of the news. not surprised when he reported gratefully 
; was their own personal favorite among all the that he found it as invaluable as I do 
, magazines they read. TIME won hands down as 
, the magazine they prefer to all others — got more 
votes than all the next seven magazines that 
carry advertising. 


TIME 


THE WEEKLY NEWSMAGAZINE 


These Key Groups all vote TIME 
“America’s most important magazine “’! 


EVIDENCE PREVIOUSLY SUBMITTED: 
Corporation officers and directors (TIME,3 to 1) 
Newspaper editors (TIME, almost 3 to 1) 

EVIDENCE HEREWITH: 

Radio commentators (TIME, almost 2 to 1) 


COMING SOON! . ACME — 
7 Men and women in Members of the CECIL BROWN: | have certainly found in H. V. KALTENBORN: Jive tells me what | 
q Who's Who American Medical out-of-the-way places how precious TIME ts. want to know when I want to know it. As 2 
; Cotlege presidents Association In fact, TiME is the chief rere by which daily performer I often beat Time; buc on 
/ Members of Congress School principals intelligent people satisfy their hunger for lots of first-class stories TIME beats me and 
q New spaper columnists Mayors news mi overs country of the world where informs me. 


Contributors to the Encyclopedia Britannica TIME can go. 
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Stat Changes "** Fly Seeks Network 


Realignment in personnel and 


we ot 1 Ww-eWw Tes pn . 
puactiens ot WLW ell cone” | Service fer SURBH, 
ing organization, has been an- 
. 
Remote Stations 


nounced as follows: 
Walter A. Callahan has assumed 
Long-Distance Toll 
Probe May Lower 


the general managership of Station 
WSAI, and Archie Grinalds, leaving 
Rates for Locals 


this post, will join the WLW sales 
office in New York City. E. K. 
Bauer, business manager for the 
stations, has been appointed admin- | 
istrative assistant to James D. 
Shouse, vice-president of Crosley in 
charge of broadcasting, and Robert 
E. Dunville, vice-president and gen- 
eral manager. 


Washington, D. C., Nov. 24.—Ex- 
tension of network program service 
‘to many independent broadcasting 
stations in sparsely settled areas 
/'may be one of the principal results 
of the forthcoming FCC hearing 
into the rates of the long lines de- 
partment of the American Tele- 
| phone & Telegraph Company, ac- 
cording to James L. Fly, chairman 
|of the commission. 

_ In ordering AT&T to appear for 
| hearing in Washington Dec. 16, Mr. 
Fly reported that the company’s fig- 
‘ures for the first nine months of 
1942 indicated excess earnings rang- 
ing from $47,000,000 to $62,000,000 

’ hie ; “tune 'from the long lines department, de- 
“He kept in training by tuning WFDF pending upon allowable rate of re- 
Flint Michigan at six o'clock ‘turn and federal income tax rates. 
perce aw | The commission estimated that the 


long lines department is earning 
24.37% annually before federal in- 
come taxes, and 14.92% annually 
after the new 1942 taxes. The de-| 
partment includes long - distance 
telephone and teletypewriter serv- 
ice, as well as the leased circuits 
employed by radio networks and 
press services. 


Charges to Be Studied 


Chairman Fly said the commis- 
{sion would investigate the charges 
|for radio networks and news serv- 
‘ices during the hearing. 

“We want to do everything we 
can in extending network broad- 
cast service,” the chairman ex- 
plained at his press conference yes- 
terday, “particularly in the sparse- 
ly-settled areas and far reaches of 
the country. “If any reduction can 
be applied in part to meet that need, 
it might prove valuable.” 

Chairman Fly pointed out that 
one of the chief limitations on the 
spread of network service has been 
the long haul in reaching any num- 
ber of small stations. Any lighten- 
ing of tolls for such service, he said, 
might result in expansion of net- 
work service in those areas where 
it is mest needed. 


Small Stations Essential 


The FCC chairman’ expressed 
great concern for the small radio 


Fifteen years old yesterday—tomorrow 

a woman! Today she's a market too— 
for phonograph records, soft drinks, 
fountain pens and gadgets—for cosmetics, 
clothes, food and foundation garments— 
for all the things you sell to women. 

THE AMERICAN GIRL'S more than 200,000 
teen-age buying women are too important to miss, 
too big to overlook. They're forming buying 
habits from a woman's magazine published just 
for girls. Advertising to them now pays a two- 
way profit: in sales today, in customers tomorrow. 
Better investigate. Phone MU 2-2505 or write 
155 East 44th Street, New York. 

Published by Girl Scouts, Inc. 


200,000 ABC GUARANTEE 


Best buy in the “woman's field” at 


<=) $725 A PAGE 


Member of The Youth Group 


| 


| 


stations which might be forced to 


shut down for the duration by the 
combined problems of falling ad- 
vertising revenues, loss of skilled 
technicians to the armed forces and 
defense industries, and shortages of 
equipment. 

“The very stations which might 
be closed down are those most es- 
sential for getting information to 
people who could not receive it 
otherwise,” he said. 

“Network advertising 
largely 
advertising, and many of the net- 
work accounts have no _ products 


today is 


immediately available for sale,” he | 


continued. “Look over a list of big 
advertisers and you will find that 
they are doing a wholesome thing 
in preserving good will and trade 
names. 

“The little station doesn’t get so 
much of that type of business. Its 
revenue comes from local retailers 
whose inventories are drying up, 
and local retailers are a little more 
realistic than national advertisers.” 

The commission last 
asked radio stations to supply it 
with information on the amount 
and condition of all surplus equip- 
ment as a guide to pooling that 
equipment to keep stations on the 
air and relieve pressure on manu- 
facturing facilities. 


Publicizes Agency, 
Custodian Services 

To acquaint security holders and 
property owners with its agency 
and custodian services, American 
Trust Company, northern California 


branch banking system with head- | 


quarters at San Francisco, has 
issued a new booklet, ““‘How to Take 
Care of Financial Details 
Minimum of Trouble.” 


Availability of the booklet was | 


announced in three-column by 12- 
inch newspaper advertisements in 
California cities where the bank 
operates trust departments. 


Ostrom Named Manager 
Rennolds Ostrom, son of C. L. 
Ostrom, vice-president and adver- 
tising manager of Morton Salt Com- 
pany, Chicago, has been named 


|}southern California manager of the 


company. 


institutional and goodwill | 


weekend | 


with a| 


Copy which appeared in 1935 is repro- 

duced in this new advertisement for Oxo 

cubes and fluid Oxo, placed in Canadian 

dailies. A. McKim Ltd., Montreal, is the 
agency. 


Names Newell-Emmett 


| 
| Effective Jan. 1, newspaper and 
|magazine advertising of Southern 
| Railway System, Washington, D. C., 
will be handled by Newell-Emmett 
Company, New York. The South- 
lern’s farm paper advertising will 
continue to be handled by Henry J 
|Kaufman Agency, Washington. 

Both agencies are now working 
on plans for the 1943 campaigns, 
with the expectation that the rail- 
road will continue to use full pages 
in substantially the same list of 
magazines, half pages in three farm 
papers, and 1050-line or 672-line 
advertisements in all on-line news- 
papers, once a month. 


Fletcher Named President 


George Fletcher, General Motors 
of Canada, has been elected presi- 
dent of the recently formed Cana- 
dian Association of Personnel Pub- 
lication Editors. R. Warren, Jolin 
Inglis Company, Toronto, has been 
named vice-president. 


| 


- 
THIS Year 


Our Family 
Has Got 


$1,439 
MORE 
To Spend 


Wartime 1942 compared 
with Peacetime 1938 


the year ending Sept. 


The average annual income of families in the 
Worcester Trading Area has jumped $1,439 
since 1938 to reach the present high of $3,509, 
according to Sales Management estimates for 


30, 1942. Meanwhile from 


1938 to 1942 the total annual income of the 
Worcester area shows a gain of 69.49 per cent 
— the highest percentage gain of any trading 
area in Massachusetts. 


Sales Management Oct. 10, 1942 


Cover this rich and active market NOW through The Telegram- 
Gazette, key to retail sales in Worcester and throughout Centro! 
Massachusetts. Circulation: more than 138,000 average net paid 
daily. Population: Worcester 193,694. City and Retail Zone 
440,770. There is no other Worcester daily paper. 


The TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 
: Geoece F. Boorn, Publshs3- 


LOCK and ASSOCIATES, NATIONAL REPRESENTAT! : 


OWNERS of RADIO STATION WTAG 
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New Brand on Old 
Product Doesn't 
Warrant Increase 


Washington, D. C., Nov. 24.— 
Switching brand names on the same 
product—a practice employed in the 
grocery field since ceiling prices 
“squeezed” manufacturers, whole- 
salers and retailers — does not'| 
change the ceiling price for any | 
commodity, the Office of Price Ad-| 
ministration re-emphasized today. | 

The OPA has for several weeks | 
been studying reports that retailers, | 
especially grocers, have been selling | 
under new brand names and at 
higher prices, commodities which 
they formerly sold under estab- 
lished names. 

“Although OPA has ruled that 
different brands are generally dif- 
ferent commodities, it has also ruled 
that rebranding does not create a 
different article,” an OPA spokes- 
man said. “Different brands which 
sold side by side before price con- 
trol was imposed are different com- 
modities, but merely relabeling an 
article does not change it into a dif- 
ferent commodity.” 

OPA further pointed out that 
when a brand is a genuinely new 
commodity for a given seller (for 
example, when a grocer for the 
first time begins selling an estab- 
lished brand which he has not han- | 
dled previously) the new brand | 
must still be priced in accordance | 
with the applicable regulation. If | 
the brands are controlled by the} 
General Maximum Price Regulation, 
the seller’s maximum price will | 
normally be the highest price he | 
charged in March, 1942, for the most | 
nearly similar brand. 

OPA investigators reported that | 
the practice of discontinuing un-| 
profitable brands, and substituting | 
the same product in a new package, | 
with a new name, was one of the | 
most common means of violation | 
in the food field, in which approxi- 
mately 4,000 retailers have been 
warned that they must comply with | 
regulations or face prosecution. 


Heads Patent Control 

All transactions between private 
persons or companies _ involving 
U. S. patents and copyrights in 
which any foreign country or for- 
eign national has an interest now 
are subject to control by Leo T. 
Crowley, Alien Property Custodian. 
Heretofore, this control has rested | 
in the Treasury Department. All | 
patent applications, assignments, | 
licenses and other agreements | 
affecting foreign-owned patents are 
included in the controls. 
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Tangerine Promotion 
Faces Delay 


Tangerines will be a Victory food 
special from Dec. 3-12 only in the 
states east of the Mississippi River, 
because of delayed development of 
the bumper Florida tangerine crop. 

Grapefruit and tangerines had 
been designated as a joint Victory 
special nationally, and grapefruit 


| supplies will be abundant enough to 


carry through original plans all 
over the country. 


Names Sidney Garfinkel 


Rough Rider Mfg. Company, 
Napa, Cal., maker of men’s and 
boy’s clothing, has appointed Sidney 
Garfinkel, San Francisco, to direct 
its advertising and sales promotion 


activity. 


| Reasonable Ad 


Expense Allowed, 
Karker Reaffirms 


Chicago, Nov. 24.—Maurice H. 
Karker, chairman of the Price Ad- 
justment Board of the War Depart- 
ment in charge of the renegotiation 
of war contracts, reaffirmed the 
government’s attitude toward the 
use of advertising in addressing the 
Economic Club of Chicago at the 
Palmer House last night. 

Mr. Karker, who is chairman of 
the board of the Jewel Tea Com- 
pany, and a vice-president of the 
club, spoke on the importance of 
cooperation with the government in 
rapid completion of contract rene- 


gotiations, both to protect the good 
will of industry with the public and 
to avoid carrying a contingent lia- 
bility on the balance sheet. 

“Advertising,” he said in response 
to a question, “is of course an ap- 
proved and allowable expense, since 
it is certainly necessary for a com- 
pany largely devoted to war work 
to keep its name and trademarks 
before the public and thus protect 
its future markets. Reasonable ad- 
vertising expenses are allowable, 
but this doesn’t mean that a com- 
pany which spent $1,000,000 on a 
$20,000,000 peacetime business 
would be permitted to spend $5,- 
000,000 on a $60,000,000 war pro- 
duction business.” 

Because renegotiation will pre- 
vent the possibility of war profiteer- 


ing, and will thus eliminate criti- 
cism of business by the public, Mr. 
Karker insisted that the law requir- 
ing it will prove to be an important 
contribution to the free enterprise 
system. 


Two Join OWI Board 


Don Belding, vice-president of 
Lord & Thomas and manager of 
its Los Angeles office, and Jack 
Smalley, manager of the Hollywood 
office of Batten, Barton, Durstine & 
Osborn, have been appointed to the 
West Coast advisory board of OWI. 


Names Lewis & Gilman 


General Refractories Company, 
Philadelphia, has appointed Lewis 
& Gilman, Philadelphia, to direct 
advertising. 


NEW EQUIPMENT DIGEST 


WHOuUu CCE. 


EVISTA INDUSTRIAL 


published scparately in Spanish and Portuguese as its Latin American editions 


TO BLANKET THE ENTIRE INDUSTRIAL MARKET IN LATIN AMERICA 


First issue dated APRIL, 1943 . . . monthly thereafter! 


while companies in a// industries in all the Spanish 


Published to fill that long felt need for an industrial 
news medium that will blanket all markets for American 
industrial equipment throughout the Latin Americas... 
by giving all Latin American industry the same practical 
help which New Equipment Digest gives to our own in- 
dustries...condensed but complete information on what's 
new in equipment ... in materials . . . in methods and 
processes. Carefully selected, edited and translated by men 
who know the needs of the Latin American industries, 
and who maintain constant contact with these markets. 

Assuring advertisers complete market coverage . . . for 


copies of the Spanish edition will be sent to all worth- 


speaking countries. The Portuguese edition will simi- 
larly blanket industry throughout Brazil. 

Advertising rate . . . $90.00 per unit, on 12 insertion 
basis, which includes both Spanish and Portuguese editions 
(unit size same as New Equipment Digest, 3V," x 444"). 
Circulation 20,000 copies. Forms for first issue close 


February Ist for copy... February 20th for complete plates. 
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Can Retailers Use Advertising | 


_TRIED-AND-TRUE TECHNIQUE 


2 i tt ke 
| A) ii 1942, Chicago Times, Inc. 


"| thought | might pick up some new commando tactics here!” 


Chicago Times Syndicate 


Agency Service? 


In spite of the elimination of pro- | than is implied in the typical day- 
duction of many important lines in to-day advertising of goods and | 
the household appliance field, and | prices. Forward-Looking Folk 
shortages in many others, retail| If this is the case, there may be| Fg WR te _ 
sales and inventories have held up|an opportunity for the retailer igen en ek Ge ae 
remarkably well. Whether 1943 | rely more heavily than has been | tance of their ‘calling under war| 
will be able to make as good a/customary in the past on the serv-| 


Ad-libbing 


showing remains to be seen, but it| ices of advertising agencies for the 


is probable that there will be some 
inevitable losses of volume which 
cannot be made up for by merchan- 
dising ingenuity. Curtailed produc- 
tion, rationing and limited man- 
power all make the retail situation 
a complex and difficult one to an- 
alyze or forecast. 

While the retail business has ad- 
vertised for the most part on a di- 
rect returns basis, with advertising 
planned to increase store traffic and 
sales, far-sighted merchants are be- 
ginning to think of their promotion 


as having an even more important | manufacturers and others dealing | 


preparation of a kind of advertising 
copy which calls for imagination 
and creative skill, and which makes 
a different kind of approach to the 
thinking of the community. 

Agency service has been used on 
a limited basis by some metropoli- 
tan stores, usually specialty shops, 
but the advertising agency has not 
been a prime factor in the develop- 
ment of advertising for retailers as 


|a whole. 
| 


Yet the professional skill 
which has given the agency such an 
important place in the counsels of 


conditions and of their place in the 
postwar world. Sir Harold Mack- 
|intosh, newly - elected president of 
the Advertising Association, put the 
case succinctly when he said, as he 
was installed into office late in Oc- 
tober: 

“We face difficulties and dangers 
of wartime—united and ready. 
Ready for what? 
play our part in the war 
| Secondly, to preserve the good will 
and good name of advertising and 
advertisers. Thirdly, to keep to- 
gether at least a nucleus of the in- 
|dustry against the tremendous tasks 
| that await us when peace comes. 
| “With regard to the first of these, 


function to perform in maintaining | with the public on a national scale | that no industry, no body of people, 


the position of their stores in the | should be 


important to retailers 


|is doing more for the war effort 


community and building good will| confronted with the task of proper|than the advertising world. 


and prestige which will insure suc- | presentation of policies, new prod- | 


cess with the return of peace and | ucts and the changing services which 


normal merchandising activities in|merchants are supplying in line) 


all lines. 
Thus it seems likely that institu- 


| with war conditions. 


Perhaps development of a suc- 


“Every department of the 
effort turns with hope 


| solve their problems. . . The press 
\of the country through its editorial 
|and news columns is playing a vital 


. a” | . e | : es 
tional advertising, never before an|cessful relationship now between) part in winning the war—its adver- 


First of all, to! 
effort. | 


along with it a reminder from 
Philip W. Pillsbury, president, that 
“we want you back in the company 
—in the Pillsbury family—as soon 
as you can get this business over 
with.” 

“We've begun planning for your 
return,” Mr. Pillsbury’s letter says. 
“We've already set up a reserve 
fund to make sure there won’t be 
any delay in putting you back to 
work. We're counting on you to 
help us go ahead when the war is| 
won.” 

That sounds like pretty pleasant | 
Christmas talk—and first-class 
business sense—to us. 


Poetic Poster Man 
As an extraordinary literary curi- 


|osity, we present the not-at-all-bad | 


war/|time the foul calumny that poster 
and confi-| Plant men can’t read, much 
dence to advertising to help them | write. 


—in fact, quite good— lament of) 


of Foster & Kleiser Company. This 


tendent in the Los Angeles ——" 
should to nullify for all | 


serve 


less 


THE BILLPOSTER’S BLUES 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 2083. How You Can Help Your 
Retailers Solve Their Wartime 
Problems. 

This “war album,” issued by A 
sociated Business Papers, reports 
some of the problems facing retai!- 
ers today, and shows, by examples, 
how advertisers and editors are 
helping to solve those problems. 


No. 2084. 1942-43 Farm Duplica- 
tion Study. 

The Katz Agency has issued its 
14th annual analysis of state and 
national farm paper circulations. 
The study lists by states the circu- 
lations of 34 general, 30 state and 
sectional, and four national farm 
papers, and includes a table show- 
ing circulation per 100 farms, by 


states, of each of the 34 farm 

papers. 

No. 2085. Philadelphia’s Classic 
Figure. 


Radio Station KYW has issued 
this folder, which contains a map of 
the Philadelphia trading area, with 
a description of the production and 
buying power of this territory, and 
a map of what is termed the sta- 
tion’s “custom tailored” coverage. 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporation has 
issued these four presentation kits, 
which demonstrate, with printed 
specimens, the quality and adapta- 
bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con- 
tains unprinted samples for testing 
and comparison. 


No. 2035. Time in Washington. 
Time’s circulation in Washington, 
D. C., is the meat of this book, 
which contains a name-by-name 
list of officials in 13 federal depart- 
ments and agencies who are regular 
readers of the magazine. A descrip- 


and Hyfect 


e can say with very real pride|C. P. Campbell, posting superin- | tion of news gathering facilities and 


circulation methods is included. 
N 


o. 2063. 

quer? 
This folder, issued by Afro- 
American Newspapers, gives de- 
tailed information about the Negro 
market covered by these news- 


New Markets to Con- 


important type of store promotion, | retail merchants and advertising| tising columns are playing a part 


sh Y, 
a 


as compared with product advertis- agencies would result in a perma- | 
ing, may become a much more val-| nent program of store advertising | 
uable part of the program of stores| which would lift important estab- | 
whose managements are in a posi- lishments to a definitely higher level | 


scarcely less important. 

“I make so bold as to say that 
advertising and propaganda have 
all along been a ‘second front’ of 


tion to plan on a longer term basis' of merchandising operations. 


Let's Make the Deadlines 


An interesting advertisement in 
the Nov. 23 issue of ADVERTISING 
AGE, signed by the Branham Com- 
pany, called attention to the diffi- 
culties which are confronted by 
publishers in the production of 
daily newspapers, and the need for 
greater efforts on the part of adver- 
tisers and agencies in the delivery 
of advertising material. We believe 
the suggestion was timely 
should be followed. 

In the same issue was reported a 
letter sent by H. M. Dunlap, pub- 
lisher of Cosmopolitan, to advertis- 
ers and agencies calling attention to 
this situation and urging “closer at- 
tention to our rate card closing 
dates” for the delivery of advertis- 
ing copy and plates. 

“To the extent that current con- 
ditions permit,” added Mr. Dunlap, 
“we will continue to cooperate in 
the acceptance of unavoidably late 
material.” 


We have an idea that publishers 
have spoiled a good many advertis- 
ers and agency production men by 
permitting the latter to feel that 
they can disregard closing dates 


plates delivered long after the pub- 
lication has officially closed are ac- 
tually accepted and printed, they 


Newspaper publishers cannot 
stretch their closing dates in this 
way, and with transportation fre- 
quently disrupted as far as commer- 
cial shipments are concerned, many 
| advertisements miss important is- 
sues. A general tightening up of 
production methods would enable 
advertisers to make deadlines, and 
would likewise save a lot of ex- 


time 


| absorb. 


with impunity. When they find that | 


|are only human in taking advantage | 
and | of the situation next time. 


pense in production which in war 
it should not be necessary 
for advertisers and publishers to 


the greatest importance. 
ing has from the very first day of 
the war been in battle dress. . . 

“We don’t grumble. We 
|make whatever sacrifices are neces- 
|sary for victory. But we claim the 
same right as other industries—the 
right to survive. 

“For, believe me, the day will 
come when we shall be wanted 
jagain and wanted badly, to help 
turn the wheels of industry back 
|again from war to peace. 

“When the lights are up and the 
boys come back expecting their jobs 
| back, then the boot will be on the 
other leg and advertising will play 
|a major part in re-establishing 
peaceful conditions again. 

“We all of the advertising world 
look back on our achievement in 
the days before the war with satis- 
faction, contemplate our 
contribution to the war effort with 
| pride, and face the days of recon- 
| struction with courage and with 
| hope.” 


‘Pleasant Greetings 


| Men and women in military serv- 
| ice on leave from Pillsbury Flour 
| Mills Company will receive the 
Christmas 
‘check and Christmas greeting—and 


;company’s traditional 


Advertis- | 


will | 


present | 


| The weary cannot last 


The melancholy days have come, papers. The Afro-papers are com- 
The saddest of the year. munity institutions, the folder 
The posterhanger'’s smile is gone, . . . . ae 
Replaced by looks of fear. points out in a discussion of news 

coverage and editorial feature 
The Summer's heat has done its work, | Circulation figures are given, 4s 


The paper will not hold; 

There are flags, and pops, and rusted 
blank, 

These facts we have been told. 


“There's a panel up on Ulpty Street,” 

The Salesman does declare, 

“You should have fixed 
ago 

To treat my 


three days 


client fair!” 


The country paper's late again, 
The reason is the same, 

So rush it up, and make it stick: 
There's no one else to blame. 


It's eighty miles to there and back. | 
We know the road by heart, 
At “thirty-five” we'll make no time, | 
We're licked before we start. 


“Catch all those flags!” the boss yells | 
out, 

“All paper up today!” 

“Mouldings must be 
scrubbed 

And that without delay!” 


} 
| 


washed and | 


‘ 

Oh, it’s “nip and tuck,” and jump and | 
run, | 
When the melancholy days have | 
come | 
The time of ease has passed. 
Jottings | 
We've just received notice that | 
the Nippu Jiji, “Hawaii's oldest bi- 


lingual newspaper,” will hereafter 


be known as the Hawaii Times. The | 
paper was established as a semi- | 
weekly in 1895, and has been pub- | 
lished 

1902... 


as a daily 


since May 2, | Then and Today.” 
i 


well as a description of the papers’ 
sales and merchandising assistance. 


No. 2025. Make 
Money. 


Radio Sales, spot broadcasting 
division of CBS, has issued this 


Nine Ways to 


_| booklet to show advertisers how to 


use station program facilities in 
erder to gain the advantages of live- 
talent spot programs. The book'et 
tells the story of eight stations and 
a regional network, and points out 
that each of these outlets knows its 
own market, character and prob- 
lems, sectional likes and dislikes 


No. 2040. When You Buy Time, 
Buy an Audience. 

Radio Station WTAG has issued 
this folder, which reports the re- 
sults of a coincidental telephone, 
dealer preference and personal in- 
terview survey showing listening 
habits in the Central New England 
area. 


No. 2003. 
Inks. 


The history of the art of ink 
making and how the early printing 
inks were made are told in this 
folder issued by General Printing 
Ink Corporation. The folder also 
has an interesting story on “Color 


The Story of Printing 


In 
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ADVERTISING AGE 


Industrial Editors 
Told About Duties 
on Civilian Front 


Increasing Production 


of War Goods Is Chief 
Aim, Potter Says 


Pittsburgh, Nov. 24.—Building 
and maintaining morale on _ the 
home front provided the central 
theme of the war information rally 
held here last week by the Ameri- 
can Association of Industrial Editors 
and attended by a representative 
array of employe publication edi- 
tors, government spokesmen and 
leaders in business and industry. 


of the United Nations informed as 
/completely and accurately as possi- 
ble about what 
ing on both the war and home 
fronts. He warned that an unprece- 
dented centralization 


stress of wartime conditions and 
should be accepted for the duration. 
However, he declared that if such 
centralization is permitted to endure 
‘after the war, then 
'the very things all of us are now 
| fighting for.” 

| Dr. Mark Graubard, of the indus- 
‘trial education division, Office of 


ices, addressing one of the sessions, 
said that shortages and potential 
shortages in many foodstuffs will, 
in numerous cases, vastly improve 


is really happen-| 


of power is| 
inescapable and necessary under the | 


“we will lose! 


Defense Health and Welfare Serv- | 


the nutritional standards of not 
only war workers but the entire 
civilian population. “Many of the 
foodstuffs which are becoming 
scarce are not necessarily foods 
which are good for us,” he main- 
tained. 

Maj. William G. Whyte, of the 
industrial services division, bureau 
of public relations, War Department, 
asked the industrial editors to warn 
war workers against writing indis- 
criminately to strangers, even though 
they be in the armed services. He | 
said that through participation in | 
“letter-writing” clubs, civilians em- | 
ployed by concerns engaged in war 
work unwittingly and innocently 
disclose production information and 
other vital data which should be 


| kept secret. 


Cancels Convention 
California Newspaper Publishers 


| Association has cancelled its regu- 


lar annual convention scheduled for 
Del Monte in January, and instead 
will hold two meetings, one in San 
Francisco Jan. 16, and the other in 
Los Angeles Jan. 23. All the 
CNPA’s’ contests for 
excellence will be suspended for the 
year. 
. . . 

Sponsors ‘Swing Shift’ 

Tucker and Carlson Company has 
become the first sponsor to sign for 
a portion of Station KNX’s “Swing 
Shift” program, a continuous run of 
music and news from one to five 
a. m., designed for workers in 
southern California war factories. 
Ted H. Factor Agency, Hollywood, 
handles the account. 


Sponsors Quiz Takeoff 

Piel Bros. is sponsoring blasts at 
the serious quiz shows now jam- 
ming the networks with “It Pays to 


|Be Ignorant” over Station WOR- 
| Mutual. 
|cludes Tom Howard, George Shel- 
j}ton, Harry MacNaughton and Lulu 
newspaper | McConnell, is aired Mondays from 
17:30 to 8 p. m.,, 


The program, which in- 


EWT. Sherman 
K. Ellis & Co. is the agency. The 
“Board of Experts” muffs every 
question that comes its way, con- 
fusing the moderator, and ending in 
a general free-for-all that proves 
nothing. 


Jones Joins Universal 

| Dale Jones, formerly art director 
of Los Angeles Soap Company, has 
joined Universal Pictures’ publicity 
‘department. 


Lt. E. E. Potter of the Navy De-| 


partment’s incentive division, strik- 
ing the keynote of the two-day con- 
ference, told the industrial editors 
that they could do vital and valiant 
service on the civilian front by con- 
centrating all their editorial and 


publicity efforts on the one aim of | 


increasing production of war mate- 
rials. 
“We cannot win the war with 


maximum production only, but we | 
cannot win the war without it,” he | 


said. “Editors can do a big job by 
bringing home to workers the im- 


portance of their jobs and making 


them feel their obligation in the all- 
out fight for victory just as defi- 
nitely as that of the man who is 


giving his all on the fighting fronts | 


of the United Nations.” 
Leech Sounds Warning 


Edward T. Leech, editor of the 


Pittsburgh Press, declared that both 
industrial and newspaper 
have an extremely vital public rela- 
tions job to fill 
American public and all the peoples 


In the 
Salt Lake 
Market 


retail sales are 
up 21% over 
last year / 


NBC's 


Parade of stars 
keeps ‘em 
listening to 


POPULAR 
Station 


Solt tobe Cory 


editors 


in keeping the 


| 
| 
| 


(2) 


Forms close 12th of preceding month 


Most responsive audience. 


To promote the good health 
of your business in tremendous 1943 


advertise in... 


(1) Largest net paid circulation. 


(3) Lowest advertising cost per reader. 


Total net paid Page rate 
June 1942 ABC per 1,00 
NATION’S BUSINESS 374,638 $4.80 J 
Fortune 164,359 9.79 
Business Week 120,752 8.52 tien tricks. 
United States News 188,893 6.22 


Nation's Business circula- 
tion has increased every 
month since March 1934 
... at the full subscription 
price and without circula- 


are high, its reader inter- 
est increasing constantly. 
Why? Because business 
men find it interesting, 
constructive and helpful. 


It is so simple you may have forgotten how to... 


The BEST-ADVERTISING-BUY statements made herein are based on these facts: 
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and publicity department was espe- 
cially active, the report said. Dur- 
‘ing the past 12 months 306,026 
recipe booklets were requested and 
mailed out. Contact was made with 
50,000 to 60,000 teachers, nurses, 
dietitians, dentists, physicians and 
other professional workers. Dis- 


7 o . 
ls Optimistic 
About War Market | tribution of educational and health 
material for this period totaled 


Research Health Theme more than five million pieces. 

Se | Nutrition research during the year 
Pay Dividends Now, /has explored further into the health 
Manager Declares 


Citrus Industry 


| qualities of citrus fruits, bringing to 
light many instances of the superior 
value of this natural food source of 
vitamins as compared with syn- 
thetic vitamins, Mr. Armstrong de- 
clared. 

Despite the fact that the dealer 
service force has been depleted by 
the draft and enlistments, 124,000 
personal calls were made on retail 
outlets. The combined cost for both 


Los Angeles, Nov. 24.—Years of 
extensive research into food values 
of citrus fruits and careful exploi- 
tation of discoveries through adver- 
tising and publicity have well re- 
paid the California Fruit Growers 
Exchange during the war-harried 
fiscal year just concluded, according 


to the annual report of Paul S. marketing and advertising was 
Armstrong, general manager. 3.39% of the gross prs The one 
ee ot coves oy aan ce | change handled three-fourths of all 

' ane Os “S| citrus fruits shipped from Califor- 


to the armed forces is well recog-|_. ot : ance 
nized, he said, “the citrus industry nia-Arizona’s record breaking crops. 


The total of Sunkist fruits shipped | s ° 
was 65,610 cars of oranges, 16,148 Michigan Farm 
cars of lemons and 3,962 of grape- Groups Ask for 


fruit. 
Promotion Funds 


Lord & Thomas, Los 
handles the account. 
| cummtannmanee Lansing, Mich. Nov. 24.— 
Sets Up Fellowship Although wartime demands for food 
Hawley Products Company, St. have threatened to create shortages 
Charles, Ill., manufacturer of molded | of many foodstuffs, organized Mich- 
cellulosic and allied plastic prod- igan agriculture has asked the 
ucts, has founded an_ industrial | jegislature to continue advertising 
fellowship at Mellon Institute, Pitts- | farm produce. 
burgh, under the direction of Dr. | Representatives of farm groups 
J. C. Williams, specialist in cellulose |_| : ; - ee 
chemistry and plastics technology. named a committee of six to carry 
: i their appeal to the lawmakers, con- 
tending that money spent for ad- 
vertising now 
after the war is over. 


Angeles, 


wen 

Three Name Riordan 
John H. Riordan Company, Los! 
Angeles, has been appointed agency | 
for H. L. Harvill Company, Vernon, P : 
Cal.: McDonald Mfg. Company, Los | from present advertising, except in 
Angeles, and Berger-Brickner Com- | the case of fruits for which, it was 
pany, Los Angeles. 'said, “vicinity” markets must be 
—-——— ‘created because of transportation 


Barlow Joins ‘Look’ igo 

Edward Barlow, formerly with). ~~". A 
Fawcett Publications, New York, | Michigan Department of Agricul- 
has joined the eastern sales staff of | ture, presented with $50,000 worth 
Look magazine. |of demands for shares in the $30,000 


They agreed 


will pay a return) 


‘that only good will would result | 


Commissioner L. V. Card of the) 


state advertising fund, decided to 
allocate it this way: 

Twenty per cent of the fund to 
the Michigan Food Council, which 
annually sponsors the “Michigan 
Days” food campaign; Michigan Po- 
tato Growers Exchange, Michigan 
Bean Shippers Association, and 
Farmers and Manufacturers Beet 
Sugar Association, each $2,500; 
Michigan Bee Industries Committee, 
$400; Michigan Milk Producers As- 
sociation, Michigan Dairy Industries 
Committee, and Dairy Council of 
Detroit, each $1,866; Michigan Al- 
lied Poultry Industry, Inc., $4,800; 
and Michigan State Horticultural 
Society, $5,600. 


Jackson Adds Duties 


William E. Jackson, formerly 
sales manager of KDKA, Pittsburgh, 
and at present sales manager fo: 
Westinghouse Radio Stations, Pitts- 
burgh, has taken over the advertis- 
ing and publicity duties of George 
A. Harder, who has re-entered th: 
Army as a captain in the chemica! 
warfare service. 


is considered as an essential indus- 
try, its products greatly needed in 
the war effort. In fact, the major | 
effect of the war on the industry 
has been an enlarged marketing 
opportunity, with distribution thus 
far maintained without major im- 
pairment.” 

The health story told by advertis- | 
ing has been so thorough that, in 
a single generation, citrus fruits | 
have been taken out of the luxury 
class and put into the essential diet 
group, he said. 


Sugar Rationing Felt 


Dislocations were to be expected | 
in a country at war, but perhaps the | 
most serious was caused by sugar 
rationing, which was responsible for | 
a slump in summer lemon sales, Mr. | 
Armstrong related. Volume sold 
during June, July and August| 
dropped 20% below last year and 
the average price per box was 35c 
lower. Here again, advertising plans | 
carried out in the past two or three | 
years to encourage year-around | 
buying, were well repaid. These | 
plans, suggesting the use of lemon | 
and soda or lemon and hot water | 
as a natural regulator during the} 
winter months, helped compensate | 
for the loss of sales during summer | 
months. 

Exchange advertising during the | 
year was supported by a 7c levy on | 
boxed oranges; 12c on each box of | 
lemons; and lc on grapefruit. Mar- | 
keting one of the largest crops in| 
history, the exchange trimmed its 
advertising investment to meet cur- 
rent needs and requirements, mar- 


ket by market, resulting in an 
unexpended surplus of approxi- 
mately $100,000 on navels and 


$200,000 on valencias. The money 
has been refunded to growers. How- 
ever, even with the money returned, 
actual amounts spent on media were 
equal to or greater than the pre- 
vious record fiscal year. Valencia 
advertising was carried by the 
largest number of newspapers ever 
used for Sunkist fruits—446 dailies 
and 2,584 rural papers. 

The home economics, educational 


95.1% | 


RADIO OWNERSHIP IN | 
AMERICA’S No. 1 MARKET | 


Exceptionally high 
combined with the 
per capita spendable 


WTIC a sure bet for 


radio ownership | 
nation’s highest 
income make 
RESULTS! 


*Radio Daily April 10, 1942 


Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, San 


Francisco and Hollywood 
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Cohn-Hall-Marx 
Introduces New 
Marketing Plan 


New York, Nov. 24.— The old 
story of Mohammed and the moun- 
tain was viewed in the light of 
modern merchandising problems 
this week when Cohn-Hall-Marx 
Company, maker of Cohama fabrics, 
presented a new merchandising 
plan to replace the lost resort sea- 
son of fashions, knocked-out by 
wartime traveling restrictions. A 
large-scale advertising program has 
been prepared to back the plan. 

The idea to bring resorts to the 
stay-at-homes in fashions for wear 


| where you don't 


name for their former resort shops. 


The initial advertisement, a four- 
color bleed page, will break in 
Vogue Jan. 1, and will be followed 
by full-color pages in Charm, Es- 
quire, Glamour, Harper’s Bazaar, 
House & Garden, Mademoiselle and 
Town & Country throughout Feb- 
ruary, March and April. Business 
papers will also be used extensively. 

The copy theme stresses the fun 
to be had with “Cohama Sun-Maker 
fashions which ‘Make your sun 
find it.’” The 
headline reads: “She Shall Make 
Sunshine Wherever She Goes.” 

Pettingell & Fenton is the agency. 


Barbasol Signs Steinkopf 


Admen in the 
Armed Forces 


Tom Scholts, formerly associated 
with his father in Scholts Advertis- 
ing Agency, Los Angeles, has joined 
the merchant marine as a radio 
operator. 

Norman 8S. Van Matre, formerly 
with W. C. Jeffries Advertising 
Company, Los Angeles, is now a 
first lieutenant in the Army medical 
corps. 

E. E. Yeck, on leave of absence 
|from Ewing Hutchinson Company, 
| Chicago, publishers’ representative, 


vice-president in the New York 
office of J. Walter Thompson Com- 


| pany, has resigned from the Lend- 
| Lease 


Administration, Washington, 

Db. C., and has enlisted in the Army 

as a volunteer officer candidate. 
William N. Cottrell, former adver- 


| tising manager of Guarantee Tire & 


Rubber Company, Indianapolis, is 
now a corporal attached to a signa! 
construction battalion of the Army, 
and is on active duty overseas. 
Ralph T. Snelgrove, manager of 
Station CFOS, Owen Sound, Ont., 
has joined the Royal Canadian Navy 


}as a warrant officer, and has been 


succeeded by Frank Radcliffe. 
Winston H. Hagen and Gerard J. 

Cassedy, treasurer and = account 

executive, respectively, of Berming- 


has joined the Army air forces and 


this winter and next spring with The Barbasol Company, Indian- | is now stationed at Jefferson Bar- ham, Castleman & Pierce, New 
Sun-Maker prints in 12 new colors @Polis, has undertaken sponsorship | ricks, Mo. York, have been commissioned 
was introduced at a fashion forum|0f new broadcasts by Alvin J.| Gertrude Treller, formerly in the lieutenants in the naval reserve. 
and show at the Hotel Astor last came oes ggg Sc cey Bevo advertising department of Globe- Chris Slagle of the advertising 
week. The designs will also be| “8D! years as ¢ oe Wernicke Company, Norwood, O.,| staff of Woman’s Day, New York, 
; ; - ; chief for Associated Press, and who . 7 ie nk tenth te Ahecten. | ag talirtocten 
available in men’s wear, piece has joined WBBM, Chicago, as a has enlisted in the Waac, and re-| has been commissioned a heutenant 
é ail tan : a ee . > traini ‘ si > naval reserve. 
goods, and home decorations. At) news analyst. His broadcasts are| Ported for training at Ft. Des| in the naval reset 


the same time, use of the term Sun- 
Maker was offered to retailers as a 


heard Tuesday, Thursday and Sat- 
urday evenings. 


Moines, Ia. 
Sidney W. 


Charles R. Crone, cooperative 


Dean Jr., formerly advertising manager of Transconti- 


Aviation Facts Book 


An up-to-this-minute file of marketing information 
prepared by the Research Department of Aviation 


ation market? What does the 
industry buy . . . and what are the 
sales possibilities for your product? 
Who are the important buying influ- 
ences to consider in selling and sub- 
contracting to airframe manufacturers, 
engine builders, parts and equipment 
suppliers? What is the wartime status 
of air transport — of civil aviation? 

Most challenging question — what 
are the post-war market potentialities 
of the aviation industry? 

These are some of the questions 
uppermost in the minds of foresighted 
business men today. These are a few 
of the questions this booklet treats 
factually and objectively. 

We believe this study to be the most 
informative and up-to-the-minute 
presentation of aviation market facts 


porn are the facts of today’s avi- 


AVIATION 


A McGraw-Hill Publication © 322 West 42nd Street, New York, N.Y. 
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OFFICES IN CLEVELAND, DETROIT, CHICAGO, BOSTON, 
PHILADELPHIA, WASHINGTON, ST. LOUIS, ATLANTA, LOS ANGELES, AND SAN FRANCISCO. 


obtainable. Within the limits of pub- 
lishable information it is accurate and 
unusually comprehensive. 


The method of reaching this market 


Equally as important as what com- 
prises the market is how that market 
can be reached. 

Thus the latter half of the booklet 
offers a thorough analysis of Aviation, 
the prime method of sales communi- 
cation with the executives of the aero- 
nautical field. 

Here in concise, readable, easy-to- 
analyze form is a clear presentation of 
the editorial policy and purpose of 
Aviation—a demonstration of its daily 
usefulness to the men who are build- 
ing our air strength today and who 
will build our air commerce tomorrow. 

Designed for analytical sales execu- 
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tives and advertising buyers, the circu- 
lation section of the booklet shows 
clearly how Aviation's circulation 
thoroughly covers the industry's buy- 
ing power. How it is directed to the 
men you must sell, the executives who 
have the yes-or-no in purchasing de- 
cisions in aviation’s manufacturing, 
operating and maintenance divisions— 
and that important group—the govern- 
ment and military authorities con- 
cerned with aviation activities. 


To interested executives, a copy without 
cost or obligation 


A limited quantity of these booklets 
is now available to advertising and 
sales executives. A request on your 
business letterhead will bring your 
copy promptly. Address Market 
Research Department of Aviation. 


ae 


ROLL OF HCNOR 


Charles L. Eshleman, president of Gris- 


wold-Eshleman Co., Cleveland, stands 

beside the plaque which lists the eight 

staff members of the agency already 

serving with the armed forces. It occu- 

pies a prominent place in the agency's 
reception room. 


nental & Western Air, New York, 
has been commissioned a lieutenant 
in the Army and assigned to the 
services of supply, transportation 
corps. 

Stamps Bethel, National Outdoor 
Advertising Bureau, Inc., San Fran- 
| cisco, has enlisted in the Army and 
left for Monterey, Cal. 
| M. M. Hill, editor of “Let’s Get 
| Associated,” house organ published 
by the advertising and sales promo- 
tion department of Tide Water 
Associated Oil Company, San Fran- 
cisco, has been commissioned a 
lieutenant (j.g.) in the Navy. 

James R. Melver, for the past six 
years advertising manager of the 
Herald, Sanford, N. C., has resigned 
to enter Ft. Bragg as a volunteer 
officer candidate in anti-craft. 

Set. Richard E. Norris, formerly 
with the national advertising de- 
partment of the Cincinnati En- 
quirer, has been transferred from 
Miami Beach, Fla., to Camp Bark- 
ley, Tex., for training which will 
lead to promotion to second lieu- 
tenant in the Medical Corps, as ad- 
ministrative officer. 


U. of Minnesota Gets 
Hormel Institute 


Hormel Institute has been estab- 
lished as a unit in the graduate 
school of the University of Minne- 
sota, and will be financed by annual 
contributions from the Hormel 
| Foundation at Austin, Minn., under 
an agreement between the regents 


of the university and Geo. A. Hor- 
mel & Co., Austin meat packer. 
Together with financial support, 


provisions have been made for use 
of Hormel lands, buildings and 
home property in Austin. 

The institute will be used “for the 
| promotion of education and research 
in plant and animal production and 
utilization, including the relation of 
animal products to disease and the 
treatment of disease, animal dis- 
eases, food technology, nutrition, 
tree culture and wood technology 
and principles and techniques of 
management.” 


With circulation at a new high 
of 38.388 copies daily.* The Ree- 
ord Newspapers now reach 90% 
of Troy A.B.C. City Zone homes. 
Coverage of this major New York 


State market costs only l2e per 
line. 
*Sept. “42 A.B.C. Statement 
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Voice of the Advertiser 


It's the Exception 
That Proves the Rule 


To the Editor: In your Nov. 9| 
issue Copy Cub wondered “what | 
would happen if all the newspapers 
and magazines were required to| 
publish up-to-date pictures of their | 
beauty editors right smack in the} 
middle of their advice on how to| 
be irresistible.” 

Look is happy to accept your | 
challenge. Here is a picture of our | 
beauty and fashion editor, Mrs. | 
Alice Thompson. Now what com-| 
ment can you make besides “Ahh?” 

FELIX JAGER, 

Circulation Promotion Man- 

ager, Look, New York. 

vvy 


Time for All Good 


Sandersons to Come— 

To the Editor: We are enclosing 
a bona-fide letter received from 
Sanderson & Porter, which has 
charge of the government construc- 
tion job in Pine Bluff, Ark. They 
advertised in the New Orleans 
Times - Picayune, running this help 
wanted copy: 

“Wanted: Steamfitter welders, 
steamfitters, plumbers. Sanderson & 
Porter, engineers and contractors, 
Pine Bluff Arsenal, Pine Bluff, 
Ark.” 

They received this letter of ap- 
plication, which might be of interest 
to your readers: 

“Understand you is in need of 
some sandersons and porters at the 
plant. I am a porter and would like 
to know how much you pays. Also, 
what is a sanderson and how much 
does it pay?” 

HAROLD M. SCHMECK, 

Calkins & Holden, New York. 

vvey 


Asks New Definition 
of Advertising 
To the Editor: As an all-time 


This department is a reader’s forum. 


| rolling I have penned a definition 


Letters are 


AHH | 


No other comment, says Felix Jager, is 
in order for the attractive Alice Thomp- 
son, Look's beauty and fashion editor. 


reasonably expect, however, that 


welcome. 


abeth Fry (on Page 19 of your Nov. 
9 issue) and hasten to help you 
identify the “poster” entitled “The 


| Customer.” 


However—it isn’t a poster. It’s a 
bit of framed sentiment. The origi- 
nal hangs in the office at Newark, 
N. J., of our president, Charles H. 
Watts, and is an expression of his 
sentiments toward our customers. 
Reproductions of it can be found in 
each of 450 Personal Finance Com- 
pany offices from coast to coast. 

The message was first used in 
connection with our national “Cus- 
tomer Appreciation Month” in Sep- 
tember, which we started in 1941. 
At that time a copy was presented 
to the service staffs in each Personal 
Finance Company office throughout 
the nation. Reprints were sent, 
along with a letter expressing our 
thanks, to selected leaders in busi- 
ness and industry whose employes 
were our customers. 

The reaction to this message 
among our customers, our own peo- 
ple, and employers was gratifying. 
During the past year we have re- 
ceived hundreds of enthusiastic 


comments and numerous requests 
from organizations and other com- 
panies for permission to use the 
piece. 

The original idea, and even some 
of the text, was inspired by an arti- 
cle in an advertising publication 
which appeared at that time. Our 
version of the message was written 
in collaboration between our own 
staff and Bob Nourse of our adver- 
tising agency, Al Paul Lefton Com- 
pany. 

RICHARD K, STEINMAN, 

Business Promotion Director, 

Beneficial Management Corpor- 

ation, Newark, N. J. 


vvy 
“War Bonds for Christmas’ 

To the Editor: Citizens of our 
country are on the verge of invest- 
ing millions of dollars in luxuries 
for Christmas gifts. The period be- 
tween now and the holidays will see 
an unprecedented spending spree. 
A portion of this dollar volume 
siphoned off into war savings will 
provide other and more satisfying 
presents—bombs for the Axis! 

From now until Christmas, let 
every newspaper and magazine 
publisher, advertising agency and 
advertiser use the phrase, “Give 
Bonds This Christmas,” wherever 
possible. It sounds simple—it is 
simple, and therein, I believe, will 


lie its effectiveness. The problem 


nearly nonexistent. 


” 


of can become 
Let this be a 
practical, patriotic Christmas. 

Accompanying this letter is the 
front page of the Nov. 13 edition 
of our weekly publication, the Day- 
ton Press. You will note the phrase 
“Give Bonds This Christmas” run- 
ning the full width of the page 
flanked by the symbolic Minute 
Men. 

We intend to urge every adver- 
tiser to incorporate this line in hi 
copy, as well as to devote adver- 
tising and editorial space to it our 
selves. 


“what to give 


EUGENE HEGEL, 

Advertising Manager, Dayton 

Press, Dayton, O. 

. v hf v 
Wartime Anniversary 

To the Editor: Perhaps you ma: 
remember that November is the 
birthday month of Owens-Corning 
Fiberglas Corporation. 

Since 1938 we have enjoyed the 
custom of observing each anniver- 
sary with a group of our friends. 
Last year we were obliged to forego 
the practice of holding an anniver- 
sary party and having you as our 
guest because we were rapidly con- 
verting to war production. Now, 
like all American industry, we are 
all-out. 

In 1942, in this month of our 
fourth anniversary, our factories in 


after the war is won, the anti-ad- 
vertisers will resume their attacks. 

For these reasons, it seems to me 
an important step our profession 
may well take now to help correct 
this wrong conception of advertis- 
ing is to select the best definition 
available and submit it to the refer- 
ence book publishers. This could 
be done most effectively by united 
action of our national advertising 
and publishing associations. Per- 
haps such a definition, which has 
not come to my attention, already 
exists. If so, I bespeak for it a 
place of honor in the next issue of 
ADVERTISING AGE. To start the ball 


and offer it for criticism and im- 
provement: 


reader of ADVERTISING AGE, and one 
on the outer fringe of the fraternity 
of advertising folk, may I bring up| 
the controversial subject, What is | 
advertising? 

A recent quest in several diction- 
aries failed to reveal an accurate, 
concise description of this modern 
member of the class of liberal arts. 
In every instance the lexicographer 
has treated the subject academically 
and failed to give a true concept of 


idea of “offering for sale” is the 
essence of most definitions I have 
found. Since dictionaries are the 
fountain-head of knowledge, is it 
not reasonable to conclude that the 
misconception of advertising which 
we all agree is held by a large per- 
centage of people, is due, in some 
measure, to the lack of correct defi- 
nition? We must recognize that 
young people who contemplate a 
career in advertising, or study the 
subject scholastically, invariably 
begin by consulting the dictionary. 

For a year or so 
entry into war there was agitation 
against advertising. This has re- 
cently subsided, due, I believe, to 
the patriotic nature of much current 
copy, and the focus of public atten- 
tion on the war effort. We may 


| municating to others the advantages 


| ae ge * ,?? 
advertising as it is today. The 1880/“Bow’an Arrow, 


prior to our} 


“Advertising is the art of com- 


which will accrue to them by use 
of the stated product or service.” 
H. J. WHITCOMB, 
Vice-President, Printing Prod- 
ucts Corporation, Chicago. 
e F 


‘Bud’ Pitches In 


To the Editor: The Bowman | 
Dairy Company of Chicago, in the | 
last two issues of its house organ, | 
has devoted the | 
covers to the war effort. The com- 
pany has used its trade character, 
|Bud Bowman, to portray various 
situations that humanize such drives 
as collecting junk and saving tin 
cans. 

The “all-time high,” I believe, is | 
when Bowman combines a trade | 
|character with a newspaper edi- | 
torial (reprinted from the Chicago 

Times) to gain added attention for | 
the campaign to enlist housewives | 
in the salvage efforts. 

H. J. MAwIcKE Jr., 
Pontiac Engraving & Electro- 
type Company, Chicago. 

° - v 

Steinman Clears 
Up ‘Poster’ Mystery 

To the Editor: We are glad to 
| respond to the appeal of Miss Eliz- | 


BUD BOWMAN 


-Bow'an [|Rrow 
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The trade character representing Bowman Dairy Co., Chicago, shown in action 


on these house organ covers, is doing his bit for the war effort. 


AWIK AW 


S 
BOOKWOR™ 


One guess as to Kansas City’s “best-seller” 
this year and every year. Exactly—it’s KMBC, 
the author of so many fascinating stories of 
successful radio advertising. The record book 
shows KMBC carrying more national spot 
business than any other Kansas City station— 
which speaks volumes for KMBC’s pulling 
power. Strictly for publication, KMBC leads 
in Kansas City by nine different standards of 


radio station superiority. We're first in pro- 


gram production—first in promotion, in public 


service—in ,opularity of network programs. 


in sales-boosters. 


FREE & PETERS, INC 


First, in fact, by almost any gauge you might 
apply. So if you’re interested in getting 
“rave” reviews from your severest critics, the 
listeners, put a show on KMBC. From the first 


edition on, you'll know you've got a classic 


AMDB 


OF KANSAS CITY 


CBS BASIC NETWORK 
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Newark, O., and Ashton, R. I., fly 
the Army-Navy “E” flag. 

The attached program of the 
presentation ceremonies held at our 
Newark plant may help illustrate to 
you the thrill that has come to 
every one of us from receiving this 
recognition for production perform- 

nce ... a thrill that one of our 
boys expresses this way: 

*“... next to the Stars and Stripes, 
that ‘E’ flag means more than any- 
thing in the world right now. Sure, 
other plants have it. But this one’s 
ours. It makes us feel we’re on a 
fighting front and have got to keep 
on fighting harder, even if we don’t 
wear uniforms.” 

It is our hope that the part we 
play will help hasten the day when 
we may relax once more to enjoy 
an anniversary with you and our 
other friends. 

HAROLD BOESCHENSTEIN, 
President, Owens-Corning 
Fiberglas Corporation, Toledo. 

v,vy 
In the Bag 

To the Editor: The enclosed clip- 
ping from Drug Trade News, show- 
ing the Lever Bros. Christmas dis- 
play card and holiday packages of 


} 

| 
Vimms with the advice, “Give Vita- 
mins This Christmas,” may only be 
the beginning of a host of similar 

medical gifts. 

Who knows but soon the scene! 

depicted by the enclosed sketch may | 
actually come to life—or can’t you 

stretch your imagination that far? | 

ARTHUR WEINMAN, 

Weinman Brothers, Chicago. 

~~ we | 


Long Live the Waves! 


To the Editor: It is comforting to 
know that we are not the only ones 
who make mistakes. We note in| 
your Nov. 16 issue the item about 
M. C. Logan, allegedly from our 
organization, going to war. There} 
ain’t no such person. | 

We presume you have reference 
to Maude C. Leachman, former 
managing editor of the Lumber 
Dealer, who is now in the Waves as 
a lieutenant (j.g.). 

A. W. CULLEN, 

Executive Editor, Lumber 

Dealer, St. Paul, Minn. 


A CHROMART 
Print 


FROM YOUR 


KopACHROME) 


Covor PLATES) 


A fine Chromart Colorprint 
gives ort director, client 
ond engraver the ort-copy 
they like. Prices $38 up. 

Write! | 


Mm 


PHOTOCHROME | 


“837 N. FAIRFAX AVE. * HOLLYWOOD | — 
Overnight by Plane | 


St. Louis Admen ; 
Help Put Over 
War Chest Drive 


St. Louis, Nov. 24.—With appeals 
for all kinds of funds mounting 
steadily, authorities wrote off as an 
outstanding success this week the 
campaign to fill Greater St. Louis’ 
War Chest for 1943. Advertising 
played a big part in the campaign. 

The drive ended last Friday with 
$5,027,698 in contributions—$177,- 
698 over the quota and the largest 
community fund ever raised in St. 
Louis history. The money goes to 


105 war front and home front relief | 


agencies. 

Backbone of the public appeal 
was a series of full-page newspaper 
advertisements. Using dramatic 
headlines such as “Giving is Fight- 
ing This Year,” “Why Hitler Doesn’t 
Need a War Chest,” and “She 


Couldn’t Give More—Can You Give | paper Corporation, Holyoke, Mass. | 


} 


| 


chest. All copy repeated the slogan, 
“Giving Is Fighting This Year.” 

E. G. Marshutz, president of Gard- 
ner Advertising Company, was 
chairman of the War Chest public- 
ity committee. Cooperating with 
him as committee members were 


representatives of the outdoor and | 


street car card industries in St. 
Louis, heads of display companies, 
representatives of department store 
advertising departments, radio sta- 
tions, and other agency men. The 
series of newspaper advertisements, 
a 24-sheet poster, street car cards 
and campaign literature were con- 
tributed on a non-profit basis by 
Gardner. 


Paper Co. Names Miller 


Dorothy Miller, formerly advertis- 
ing manager for Collins Mfg. Com- 
pany, North Wilbraham, Mass., has 
been named assistant advertising 
manager by American Writing 


Harnischfeger Issues 
Employe Magazine 
Although still without a name, a 
‘new publication edited for Har- 
nischfeger Corporation employes in 
ithe armed forces made its appear- 
ance with the November issue. Fea- 
ture of the first number was a $25 
war bond award for the best name 
| submitted by readers. 
| Designed to keep service men 
|informed of P&H war activity back 
home, the new magazine will also 
keep them in touch with one an- 
other through reprinting letters 
received. All employes in main 
offices, factories and branches also 
|receive the magazine. 


War Damage Insurance 
Theme of Conference 


Plans for a coast-to-coast cam- 
paign for war damage insurance 
| will be discussed at the Insurance 
| Advertising Conference meeting in 
|New York, Dec. 3. 
The development 


of casualty, 


Less Than Two Days’ Pay?” the ad-| She succeeds Fred T. Yates, who| surety and bonding fields will also 
vertisements asked all citizens to| resigned to join the Army. 


ibe studied. 


General Baking 
Returns to BBDO 


Batten, Barton, Durstine & Os- 
born, New York, after a lapse of 
three years, has been reappointed 
agency for General Baking Com- 
pany, New York, effective Jan. 1, 
1943. 

Alex Osborn will be management 
executive and Leicester Sherrill, ac- 
count executive. 


‘Times’ Names Latham 
Mrs. Wales Latham has been ap- 
pointed to the newly-created posi- 
tion of director of women’s pro- 
grams of the New York Times. Her 
duties will include organization of 
forums, meetings concerning nutri- 
tion, child care, books and discus- 
sions of current world problems. 
LINEAGE INCREASE fe) 
FOR DECEMBER 1942 19290 
QuTpooRS — 


2 
. 


IS IT ON YOUR SCHEDULE? 
OUTDOORS, 729 BOYLSTON ST.. BOSTON, MASS. 
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ADVERTISERS IN THEIR NO. | MARKET 


UD 


ere are the 82 nationally-known advertisers who have already selected 


WABC to sell their products for them during the Fall and Winter of 1942-43. 
How about your campaign in WABC's 4.000.000 family market? Better “phone 


WABC now for details on the choice periods and programs still available. 


WABC, NEW YORK, 50,000 WATTS - OWNED AND OPERATED BY CBS - REPRESENTED BY RADIO SALES 


AUTOMOTIVE, LUBRICANTS, AIRCRAFT 


Chrysler Corporation 
Gulf Oil Corp. 
Lockheed Aircraft Corp. 
Studebaker Corporation 
Texas Co. 


BUILDING MATERIALS 


Johns-Manville Corp. 


CIGARS, CIGARETTES, TOBACCO 


American Tobacco Co. 

Liggett & Myers Tobacco Co. 
P. Lorillard Co, 

Philip Morris Co. Ltd., Ine. 
Penn Tobacco Co. 

R. J. Reynolds Tobacco Co. 
U.S. Tebaceo Co. 


CONFECTIONERY and SOFT DRINKS 


Beech-Nut Packing Company 
Coca-Cola Co. 

Curtiss Candy Co. 
Pepsi-Cola Company 
Schutter Candy Company 
Wm. Wrigley Jr., Co. 


American Home Products Corp, 
B.C. Remedy Co. 

The Barbasol Co. 

Chesebrough Manufacturing Co. 
Colgate-Palmolive-Peet Co. 
Emerson Drug Co. 


EF. Fougera & Company 
Johnson & Johnson 

Lady Esther, Led. 

Lehn & Fink Products Corp. 
Lever Brothers Co. 

Lewis Howe Co. 

Manhattan Soap Co., Ine. 
Maryland Pharmaceutical Co, 


ae. 
Musterole Co, : i 
The Pepsodent Co. ? is 
Plough, Ine. 
Smith Brothers 


FE. BR. Squibb & Sons 
Sterling Products, Ine. 
Vick Chemical Co. 


ENTERTAINMENT 


Paramount Pictures 
R.K.0O. Radio Pictures 
Select Theatres Corp. 


FINANCE and INSURANCE 


Christmas Club, a Corporation 
Prudential Insurance Co. 
Savings Banks of New Vork State 


FOODS and GROCERY PRODUCTS 


B. T. Babbitt Co. 

Bowey's, Ine. 

California Fruit Growers Exchange 
Campbell Soup Co. 

Continental Baking Co. 


Corn Products Refining Co. 
General Foods Corp. 

General Mills, Ine. 

A. Goodman & Sons, Ine. 
Griffin Manufacturing Co., Ine. 
Kibblets, Ine. 

V. La Rosa & Sons, Ine. 

Lever Brothers Co. 

Maltex Co. 

Manhattan Soap Co. 

N.¥. State Bureau of Milk Publicity 


Pillsbury Flour Mills Co. 
Procter & Gamble 
Quaker Oats Com any 

Spratt’s Patent (..merica) Ltd, 
Ward Baking Co. 

Welch Grape Juice Co. 

Kh. ©. Williams & Co, 


HOUSE FURNISHINGS 


Armstrong Cork Co. 


JEWELRY and SILVERWARE 


Bulova W atch Company 
Flgin National Watch Co. 
International Silver Co. 


Columbia Recording Corporation 
Continental Radio & Television 
General Blectrie Co. 

Phileo Corp. 


STATIONERY and PUBLISHERS 


Feversharp, Ine. 
Parker Pen Co. 


WEARING APPAREL 


(eclanese Corp. 


Melville Shoe Corp. 


Pacific Coast Borax Co. 4 : 
Penick & Ford Lid., Ine. =< as e 
Pet Milk Sales Corp. al aa a 


0. 


mpi: Sn ae shales cane ae ‘ i a ; if : : : See ae 
Po ADVERTISING AGE = \. ie 
eee a SERENE Dee | eee an 
contribute two days’ pay to the . 
| i 
7 e. ds oe 
+ ce fl 
es 
- : 
ee ine ates — 
| a = 
I  O 2 aa g 
Po - = aa 
| j nee in: Poked 
: “hag i 
< 
| 7 By al 
—— el 
A ‘4 
: CA Aka 
Se 
| = ONG 
Ly. = 
Cee 04 7 4\ .™ 
oy orl igt* | es ii 
< a 6 0° oe 
‘ 6 aa = 
“~~ 4 = 
re 3 _ 
hie “ae — ' 
" _ es : 
A 
es 
A | ee o— 
a 
hen ee tae 
pO ee 
eS + * a ; wee 
_ so 
‘ sa oS ‘ a “ oes - 
ohh = a Z tere 
eens OOOO AY 
Ber Pe \ 2 
s a sisieceenteneae Bs. 
|}. We 
he a ease t 4 
—_ A oo ee 
ws aN ae 
A en Ae pe 
er Oe. lke eat eas 
ae 
= id => a a 
= — — mo ce 
Be 
: | _ : - 
WILL YIELD SUPERIOR a i-% # 
= PCC j ze * 
= RADIO oe 
= == a 4 
= ee Po a 
rs “ 
Bat 
re ee F eS | 
es 
eee } 
. ty F ay th ‘Sy Se am sip “ ~ Y rea hed i ta ~ , va Serbo, 3 . es eS +e, os a Was ; rk Su “4 “A } ia oe < pul pea: hes ag “> ed ote “So on hae ers q es oe ‘ pute aah et awl = . 
a ae i pend Bs” ie Me oak, Tt ne ee ee aE iW inl 4 ee ye eee ee AS ee Sie on es ope BOE. ae “ee: Fe Soe Ta 4 Pict PMS AAS EE wat sc 3 
ae ie A gene Me wee Pg pr EN a me Ba! Sa eee. > ee Spe AS IN ee eer Na: yp MO Pe ee eS ey Ty Se, ste ee ee Choa e Fi 3 
1S 0 tie ES i spe rreeg 6 he tekera > begeiy. Meat” ree, TA, gee ga Rat ee rome ee ee 8 a ee ae | 


ADVERTISING AGE November 30, 1942 No 


ne ae 7 tn 
er . Ba a ee oy See een ae 
sien aie Ge. tetany a * ers O Seg aes bo . i hee : coi 
: Sea x yay Py, 2 pt ; Pe ee ate ee * aN Fa See ee ne Aaa of mak Mao AA ae ee Ra ck BS. ‘ me De wry ‘ 
ate | ie aes 2 oe & fee's sf ke Me a oe a Pipi) im Foie Cee oo eee 8, Oe ee os eae oe be Mee 4 2S’ e 
en : - ie ot ues : i 2 A A De Pete Care “ : 4 F eee = a ee oT ae ee ee 5 i sea) Jf —_ : ee ale 
is , Fi 3 es ini i ee . a a ij Se: . y 2 ‘ =. ZA sf Ae : b< ipo, 2 ‘ fn a aa 
: A ‘ lec rs ‘e a om rs 7 re Pte 
sat ale 2 “ - . ue ce ia ee; 
=~ =| is * 
ee 18 
Seg 
a : 
ss 
. 
eS ee 
yl: Siena 
ee. = 
* J 
a. 
= 1 
- s90 j . 
eda re j 4 
ee? age so) lll la 
. * apa 9 ‘ . A “eh a pean Re ee 
Seg Ei f J : Pine 
ase: “ll . rm ee, é . 
ae 4 * 5 ae! eee 
cia ee i P By: ~ . Sea 
ree ee basta ee E 3 , E~, “ G oe 
ie tia aes ae : Wh a dy » va as or a. 
se ey 2 a ee 
aa, ate. ee i iad ts “¥ F bis Oe a ce ee ee 
ei Sa a : JS ie . ag ‘tt — ae 
a a ee ae a *s P 
x 7 — er P 
ee os a . a . 
3 ’ Mt, ter. .? : k 15 aly “+e 
ie ; we vie. 4 i nn oe yes aoe yee ; i 
j ‘— a ss i eee ae “>See Dee cin ates , 4) 
ee - vin 2 ee * oot » oP s: a Pele n sekecwak $ 4 batt 
\ ee eel bi ee Se ee ite eee ey 
i SO ee ¢. At Rite. 4 heh iS), 5a eee 
@ DL i a be ar ¥ pa te 
¥ Ee a Ee, a ; 
a aa mers 
Bonar pee BLS, 
pict?) tg * ‘Vieg? 
\ “4 we ere +. - 343 
oe aes *? aro ie 
ae Yr PAE eek m ¢ ke aa hd 
oc is t oh _ ’ — Sled . vie: 
a4 | a k a Y ~ a . hr i 
i? \. i ate = cae SA ine diag . 4 Sc pe ae ie, 
; = em ~ / : ae a oe ae ‘ ; : 
a a i -s . ae. woe oi cabs “eueeyene” i fo Es ne Pes ge - * 
ae “ae ( a er Een os yaa ee Re ete ee 12 a eo ‘ ieee tena: 4 
. 3 ? " Oo ere ee OS ees a eret Vac) 
cioee ¢ ; ee ae Le oe oe ee rs oe Om 
Bi id # | : ‘ ‘* P , | BSE oe ee = > ee 7 ' 
ee Beat yee, 7 : ' #; ny , wk 0 ee ee Se 7 if 
a Parag” ee Peal GP ay ’ ea" eS Ben? Bas MY, oe. ~~ ang 
a 7 ‘ 4g oh j rage " ee 1 : foal OS gee, 44,09 wy = * 
pili tS est ce Md RM Skee eee le ee : 
i wt a Oe eae _ 4 . o Ba ices Ce Oe i, er? ae ewig 
* gs Pg ~ a aa! ee i a Rice ae aed a oe ms cae 
a é PB it. : : ' — ee os Se eee 
& On a SO the " — q ; % = Yi eee 
? i a ; Py TE IO > _— = a ” - 
. a 1 4 o if 7" 
Ne % se i, , ge Pa oe if: y 2 . 
Ne i ae 4; ee ae er, inne re , ry 
; ; if ae 2 & es - eS. " ae. poekeas a 
st ee ie a arte eS ras ao ae 
wide ie a mae vr 9 gue j os = cr MES ve : ay 
a ae iy \ ‘te sy! — rs s ae <a ee . ee i se ee a ‘ " ere : 
ee ' ee :/ a a i i lg 
r 4 \ oe : a oo A ”. ee. i li: oT. ee ‘7 ; 2 i 
| gaa 4 ae | \ be ea : 4 Oo. ne : Mee et Be. Sa 
Log eh . oe a eo 7 Es A eG ork F 
a es I . % ae” oa _ pte oe * ic, 
s aay * , on ats Py a, |e a ae mE 
es , omar. oe E / . Si. ie ae re 
Tek, a 4 : : ’ ie d : ~ ag Wa, PM * Be ene ro,” 
ene 7 i ae f i ; : a rg On FOS Ge Tl, aaa ane POR a 
see % ¥> ‘ ‘ — oie eee a: MN, 6 la Te 
Bi sio aes ie o £2 ee gee ene Sy ete 
cyan q 7 c Be : . “ , 4 . oo S = “s a Geers oe : saa ; 
a eel * i i ’ 4 7 ae: a i : Be ik Pa -_ ae Yy 5 Ae ee ee 
z P >, a 4 . _ - : - ' Ae ze a ees a se : a We € a” 
cH i ae ; a A ee v 
| . : eo _— @ nN ey as ee See 
, x % ae : ld a 7 oF ; + Aer a, A he Z eg re, ie in, ee 
pee : ve : J — aa Cy ae 3 ae ne 
2 ale j s | lia ; i a ee . , aa } F me ie eae So a ae ia te her Pe) ee 
a eae a i 4 a — os as Plt ge loa ae ai Ss SE he 
Bioee. nta ‘4 ‘ ’ ee — ¢ a oo ~ geet ya RAM neE aac, % 
ee is see a " > Mee “ ; " q aa rs tue F 3 Pay ES ne “ a; 
a 2 # ( ‘ ee is : ' “— . gee a nS 7 5 ele ile ee 
die Le : ae ee i “a ¥ - Li ‘ ae © wig: Me ‘ oe 
ed 2 1 ? pe ees | a ‘ % $ e* * pe: Ye ein se * ee 
hes - : a jem ere: ¥ s “ te oR 5 Oe oe es Ky ta 
Sei atid . ll e 7 / (ee ee as ee ‘ye 
oo a " P _ 4,7 ee . | ; XN» i « = tA. a) pe ee e : a 
e, ’ m 9 . 2 24 f : ey ee ee ge % vie 
\ i . Lees | ~ J ® s iin Re eh hy, Oe 
ita : are seers Ree. | pe Seen iy oS ® Ry 
oki as \ . ; ; bd ¥ rag LF. 7 ee - 45 oe GROSS. Ye eae) see reas 
ye ee ea . , ae Heel Pee Wake Bee Tye 
; a ; y See re id Be ‘ ® ~ a ‘a * fF et a ee me, 7 gy ee 
0 Seer eae ip at i: + OM aa ee 
su oi F “ “ 3 epg ee ee oN ae” ; a t lok, Tae a ‘ ae 
oe + ? = eeey te a ey ~*, ’ - » Foe ee . : oe 
er. § a oe " a , ff _ 7 ‘oat eh : Be 
Bie Er ies, a as i -— = > * 
. [as Vy ” hs ee Ee ne a5 ae ‘ *, - ba $ : 
a ‘ ; ae, | ae Wigs oieiges >, “ 4 : ’ 
- 5 4 K * eae Er ae 4 bey, “A a ac ee ‘> “ t ale ~_ = ‘ Nae id 5 ae * F 
a AY : oS a es aaah ce ae eo , - j Sasi ® hs = : 7 ae : ‘ er 
= ¥ - Ue “ - ae , 7 wa me a he . 2 E * ee : = K, . a e . Rs ee ue» j Oe he 
4 a) ae Os oat ee eae . ° eo 3 me “a i : a yy i aa 
Rie: Rg eit mee ; : 5 OS PH he i ig * os x 
i + : ee ae a... a —— ae » cy : BRR hl eS im A 
: f ee a : CM, age gan ‘3 
| - ‘wee oa ee : 7 ‘ wet i 
i a es eS eee? a e - so8 3 
ee: a aT. — : 7 : ° ‘i us ie, ta * 1M oo 
‘ 4 ee 5 a: 7 » . ees bes 
‘ ‘ a) re ee - ; a ‘ae 
gt re et, >) ay » sine, : 4 
o oo = ae > : : os de ; } 
7 aa ie a. , cena oe al eats , at / « % pate # ‘ 
en 3 ae ae j eae is ‘le eee a | “ i “a : =o & 
Bey ee Ba: Se 2 ieee eer: a : al ; “a ~ se 
; ve a . Tas 2 Le. ee i We on : te 4 * 
oe " aera ae. ie Se ae ee Sige eC a ey ¢ : E . ak el 
as : Brae x) ea aoe er Bo ee oe ll et i ee zs aoe 7 ) ee " ‘ om 
i: oe - 0 go re oe oe , agate a ee, Sora, <~ PO ig is ‘re ag 
Bs OS ci Se Co !) a, se a 
- tee 7 7 f —* a a ee 7 - a 4 
‘ a le . a C: a: id a 
sr - a - Ae ae ~* 
ia. % a r. & “pa 
: + : a 
oe an e — s - 
yO ee “% “ Oe ee ._ <i. - 
a : . ee er 6 EO a 
* as Ca) : 4 tail ey ie te 
ta 2 >». ' _— ca Se “eae in J ~ ¥. % a 
ce cs < — 7 : : Bt + wee ‘ 24 , 4 ~s 
oe * spite - st Pi. 4 oe -~ 7 Ba” 3 a3 a 
ee sai ” ‘ ig — Fae oa ie . “ a mA ad " 4 : 3 APs i . “a Sigel ea ale _ 
cm eae j ; ee be “= sec El ial = is wd.” ‘a ae - + ee “ae i eee 
= ae I cme = ae t gir ae Pe st Be oo.” . - P il : - 
oe” ' nim. ~ ' aac Le eee ie, el ee 3 ‘i . ° oe 99 > es 
Oe eer ta Beals Lay © eee aah aay ak a poe a Ae. eae are 7 het a. & — — ad ees 
: Y wi pO OL rel eae ees eer a aon ae anes : —_—— , <a 
P $a mes ee oe ae a ’ pe See ¥ aa - ae = r \ Sr. ae S A hots 
7 ae : oa See = “ 4 ae eo « ere 
a . a ms is — en 
aires = P a: x . — q a Q eee —. , - ; 
+ j a E ‘ So ee a : he : oS) a “ F - an, nage : 
ee ‘ a a ee * : leah ae Z aoe ne en 
ne re Z re BS oe FY, a a 2 ae aoe ie aaa eae " 
ea 2 . 2 a oe RE eel ee eee a es See ee ie 
ae ; : * a. “ae = ae a oe Oe eS Per | ae fee \ ae ims fas Pes: ee 
Pau r 4 ho. ae — as Bee SRE SR gees ee, ees ga edi : } ; 
Rat aga) aa , ee so. Re as ange ee ee eee aS a rn ‘i 
jog ae ag ro Ps ti = # 1 ee are a ee s anaes : a i 
a ae : : oe Ea oo ous 4 a“ a : = . Poe: pe ge es ; ; i ae AS 
ee es . ‘ = cee i oe 
ere a ‘ oo gg Ss See Lae _ pe ne "eae 
5 ieee Bs; = 3 ae ae - nen Ons 
i: “3 . ere ni a é a ee ae a — : 
a . io ao a eo RH 
ed aa : we : ema - ee “ 
eee’ ae ” ; ee 0g tn Oe —- 
— e : Be an ee i Sie age ; 
i oy iN a? 
oo. cs hae ewe — i 
wa el oe — 
mae bi rs ie —_— 
oe 
salir 2 is 
pee oe 3 
7 ; ‘ 
eo 
ooh oe ae "2 
= “ 
co eee ey 
=" re 4 ee 
he 
* i, te * 
“Reg et 
ae ie eae) meee 4 hs z ; ae 
oy ae es ee oe 4 cae Bae “ re Arta Sah as! : =, JES ES hs hae re 4 ; yoo ; \ 
“ 5 se ee ae oe, Sa ee we oe ee. oe oe Wee ts Lee bie See ee Py a wh Bae iol é 7 ih d, ee ; ; ee ae ae 3 . ; ‘ 7 te a a6 ‘ és in & ; 2% >. pe Fal oe 
L__.- ¢ ae 7 ih ee . o> tee as yee be ae : ne ie Eh. Dog — a ‘4 a8 Bie vii glint Sem on ee. er ee ae | * * —. ye 2 ee ie a ee ee _, eee * oP el et a aes err 2 4 
. sig rae baad Non gk ch San tye eee 2 ; os etre eee 3: fa emg” ay ea tee ei ee ae : : es Hh S. 
SP Mell . : is af ul A oes hd tas mee ten, eee oe ee ed : Sad ee rs ae oe aes bee a 
a ae oe ce Z i eee. oe a eee Sante sg: é e Yo Fae an 
an . al ~ eee a ae Es J —_ YY ' F gh " ‘ kit 
ee aa .e aa oe a sa a ; 
oe = % 


ae “a Se ae PO i eee! hy es ge ae 5% eee as a FO: 


November 30, 1942 ADVERTISING AGE 


IVOMAN S Magazine that... 


Has the fourth largest newsstand sale of any magazine in the United States. 


ia Obviously, has the largest newsstand circulation of any magazine edited for 
. the wage earner market. 


Has lowest cost per page per thousand delivered circulation of any major 
magazine edited for the wage earner market (based on latest available 
A.B.C. statements). 


Has rolled up circulation increases as high as 318% in war production areas. 


Is delivering the largest bonus circulation over guarantee of any magazine in 
its field, and percentage-wise the highest of any major magazine in the 
United States. 


Had the largest November, December and January advertising revenue in its 
entire 20 years of existence. 


Had the largest circulation in 1942 of any year in its history. 


With the sole exception of Parents Magazine (according to recent McCall 


“Qualitative Study of Magazines”) has the lowest cost per thousand circu- i 


lation among women whose major reading interest is child care. 


And according to the same study, TRUE CONFESSIONS reaches more 


women per advertising dollar, under 35 years of age, married or single, 


homemakers or non-homemakers, employed or unemployed, than any 


ca 
4 


other magazine. 


One of the 
FAWCETT WOMEN’S GROUP 


Magazines 
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Fairchild to Shed 
Light on Nation's 


Aircraft Output 


Long-Range Public 
Relations Drive Keyed 
by Magazine Copy 


(Picture on Page 35) 


New York, Nov. 25.—In an effort 
to furnish the public at large with 
a factual yardstick for evaluating 
the performance of America’s air- 
craft industry, Fairchild Engine & 
Airplane Corporation this week in- 
augurated an educational campaign, 
representing the company’s most 
ambitious institutional schedule to 
date. 

Keyed by the slogan, “The Touch 
of Tomorrow in the Planes of To- 
day,” the opening Fairchild message 
furnished the background for inser- 
tions that will appear regularly 
hereafter in Business Week, For- 
tune, Newsweek, Time and United 
States News. The series will also 
appear in the New York Times 
Magazine and in about 20 publica- 
tions in the aviation and allied 
fields. Cecil & Presbrey is the 
agency. 


Made for the Job 


Sherman M. Fairchild, chairman 
of the company, pointed out today 
that “designing new airplanes just 
to see how fast you can get one to 
go or how high you can make one 
fly is a thing of the past. Whether 
for use in war or peace, airplanes 
are functional and you have to build 
them especially for the job they are 
intended to do.” 

Discussions about who has the 
“best airplane” are meaningless, he 
asserted, and the new Fairchild 
public relations program is intended 
to desseminate “fundamentals about 
planes and engines in such a way 
that the public will be informed 
and able properly to appraise the 
equipment America is turning out.” 

Mr. Fairchild observed that the 
intricate distribution system built 
up by his company over a period 
of years has ceased to exist, and 
“we are wholly dependent now on 
our advertising to preserve the in- 
dispensable asset of good will and 
prestige which took so many years 
to acquire and upon which our sur- 
vival depends after the war.” 

One important objective of the 
current campaign, he added, is to 
secure manpower currently needed 
and to assure continued employ- 
ment after the conflict is over. 

The opening advertisement in the 
series said: “No one plane, no 
matter how it stirs public imagina- 
tion, is going to win the war. All 
types are needed .. . and American 
manufacturers are building them— 
planes second to none in the world. 
The important thing is that each 
plane must be the most advanced 
and highly perfected plane for the 
task it is designed to perform.” 


| Tllustrative theme adopted to 


symbolize “The Touch of Tomor- 
|lrow” is a faintly visible hand 
against a dark background. 

The Fairchild organization com- 
prises three units: Ranger Engine 
Division, producing air-cooled in- 
line inverted 6 and 12-cylinder air- 
craft engines; Fairchild Aircraft 
Division, producing low-wing pri- 
mary trainers, officers’ liaison 
| planes and two-engined crew train- 
ers, the latter of Duramold plastic- 
bonded plywood; and the Duramold 
Division, producing complete air- 
frames and also components of non- 
strategic molded plywood. In addi- 
tion, the company also maintains 
extensive research laboratories. 


SALUTES INDUSTRY 


Trenton, N. J., Nov. 24.—In a 
salute to all aircraft manufacturers, 
and with minor emphasis on its own 
products, John A. Roebling’s Sons 
Company, maker of control cord for 
planes, has launched a new adver- 
tising campaign. 

Single-column advertisements in 


Time every two weeks will spear- 
head the drive which will be sup- 
ported by two-color spreads in air- 
craft publications. The spreads will 
duplicate the Time messages as well 
as present the maintenance infor- 
mation featured in past months in 
Roebling business paper copy. 

The opening advertisement, list- 
ing the names of aircraft makers 
from Beach to Waco in a reverse 
plate, tells how America’s industry 
is outbuilding the enemy in air 
power. Succeeding advertisements 
are to feature the work of each in- 
dividual member of the industry. 
Unlike some other suppliers in the 
field, Roebling has determined to 
“play down” the importance of its 
own contribution to the completed 
plane. 

Rickard & Co., 
dles the account. 


N. Y. Media Men Meet 

The Media Men’s Association of 
New York will meet Dec. 9 at the 
Hotel Sheraton to elect permanent 
officers and approve by-laws. 


New York, han- 


Raymond Rubicam 
Resigns WMC Post, 


Returns to Agency 


Washington, D. C., Nov. 24.—Ray- 
mond Rubicam has resigned his post 
as special assistant to Chairman 
Paul V. McNutt of the War Man- 
power Commission, effective Dec. 4. 

Mr. Rubicam joined WMC June 8 
with the understanding that he 
would devote from three to six 
months in developing an informa- 
tion department and information 
program for the government agency. 
His resignation will take effect four 
days short of the six-month period. 

In addition to resuming his duties 
as chairman of the board of Young 
& Rubicam, New York, Mr. Rubi- 
cam will continue to devote ap- 
proximately one day a week to 
WMC as a special consultant. 

The WMC division of information 
will continue under the administra- 
tion of Philip Broughton, who has 
held several government informa- 


tion positions during his nine years 
in Washington. Frederick William 
Wile Jr., former radio production 
man for Young & Rubicam, will 
continue as assistant information 
director of WMC, and Theodore 
Repplier, also of Young & Rubicam, 
will continue to serve as director of 
campaigns. 


Opens Chicago Office 

The Agricultural Marketing Ad- 
ministration has established a re- 
gional office in Chicago at 5 S. Wa- 
bash Ave. The office was set up to 
conform with the Department of 
Agriculture policy to decentralize 
certain activities and serve produc- 
ers and consumers of farm products 
more effectively. 


Evans to Farm Bureau 
Herbert E. Evans has resigned as 
vice-president and secretary of the 
Consumer Distribution Corporation, 
New York, to become personne! 
director for the Farm Bureau insur- 
ance companies and affiliated organ- 
izations. His headquarters will be 


at Columbus, O. 
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Postwar 


Edited by 


Postwar Picture Better 
for Australia 

How the war has affected the 
postwar Australian market is high- 
lighted by a correspondent in The 
Statist of London. Regarding alumi- 
num, the Commonwealth will soon 
be independent of Canadian im- 
ports, supplies now coming chiefly 
from New South Wales and Tas- 
mania, with possibilities of further 
development of bauxite sources in 
western Australia. Mica from cen- 
tral Australia has replaced imports 
from Madagascar. 


Since September, 1941, the coun-| 


try has produced all its own mili- 
tary optical instruments with Aus- 
tralian-produced optical glass which 
previously had been imported from 
Germany. After 20 years of re- 


How Business and Industry Are Preparing 
for a Peacetime World 
RALPH O. McGRAW 


Planning | 


,search and experimentation, the 
| Commonwealth has opened its own 
{newsprint mill which is expected to 
| supplant imports from England and | 
|Canada and lead to development of | 
finer papers, including transparent 
sheets. Although Australia has 
|grown cotton for more than 50 
years and has spun it for more than 
a decade, only since the war has! 
cotton weaving been developed. 
| While confined at present to heavier 
/materials, it is expected to extend 


to finer goods after the war. Silk 


more heavy machinery and supplies 
from other countries. 
* + ok 


automobile has been drawn. Dr. 


| Gerald Wendt, director of science at| manufacturer has retained its regu-|ment that will bring profound 
‘the New York World’s Fair, sees| lar label on a new glass container | changes in our life both interna- 


the new car as a cross between a/so that the identity of its product tionally and internally. The transi- 
trailer and a station wagon, not) will not be interrupted either in the} tion from war to peace both in our 


streamlined like a teardrop, but 
small, with a 12 or 18-inch square 
motor in the back. It will have 


° ° | > . 
plastic windows and stress comfort! shooting war period. 


instead of high 


| 


war or postwar period. 


|domestic economy and throughout 
* x * 


| the world will be much longer and 
Lend-lease is not confined to the! more difficult than after the first 
In fact, only | World War, is the consensus of most 


speed — because | a small share of the money provided }groups working on postwar prob- 


cross-country trips will be made in| for lend-lease has already been ex- | lems, he asserted. 


airplanes. 
* * * 


What might be expected after the | bilitation 
crowded with! The lend-lease fund totals $62,944,- | through 


war in cities now 


pended and it appears that quite a! ee 
portion will be available for reha- Taylor Instruments Companies, 
in the postwar period.| Rochester, N. Y., is suggesting 


space in business papers 


transient populations due to war | 650,000, of which about seven bil-| that industry take advantage of the 


work is the subject of a study now} lions have been used so far. 


being undertaken by 
Industrial Plant Commission estab- 


a Postwar | 


‘wealth of experience Taylor field 
engineers are amassing in their 
Pointing out that unlike the after-| planning for tomorrow. 


lished by the Society of Industrial| math of the first World War with | . +S 


Realtors. 


While many believe the|its slogan of “back to normalcy,”| The 


Florida State Chamber of 


transplanted worker will return to| J. Frederic Dewhurst, economist of|Commerce is looking toward the 


remain there. 
* oe * 


Looking forward to the possibility 


} 


Another picture of the postwar | of returning to tin for packaging its| of the opinion that the war is part | 


|his former home after the war, it| the Twentieth Century Fund, re-|development of a rubber industry 
weaving also may be extended.| has been found that a great many|cently told a 


With these new developments, how-| of these migratory workers prefer Institute of World Economics that 
ever, the country will in turn need | their new locations and expect to) after this war there is little expec- 


conference of the|in the southern part of the state 
| after the war, the source of raw 


material being the Mexican morn- 


‘tation that we can go back to nor-| ing glory, or cryptostegia, one of the 


maley even if we want to. There! two sources suggested by the Baruch 
is, he reported, general acceptance | report for further investigation. 


The agricultural experiment sta- 


products after the war, one food|of a powerful revolutionary move-|tion at Coconut Grove has made 


and Folders 
Calendars 
Package Inserts 
Educational 


NEW YORK 


Inside 
Store Displays 
Window Displays 
Window Posters 
Labels, Wrappers 

_ and Cartons 


CHICAGO 


experimental plantings for several 
years. 
* * ~ 

One of the general sessions of the 
wartime conference of the National 
Retail Dry Goods Association to be 
held in New York, Jan. 11-15, will 
be devoted to discussion of postwar 
| planning. 


* * * 


VI-DELTA VITAMINS 


Lederle 


P. 0. BOX 513 * BOSTON 


CLEVELAND ROCHESTER | 


In a letter to Business Week, 
James W. Culliton, director of the 
| Mncsnehnnette Committee on Post- 
| war Readjustment, says that too 
|'much importance should not be 
| placed on the hope that radical new 
| products will solve the problem of 
| unemployment immediately after 
|the war. “New products,” he as- 
serts, “are the solution of the em- 
ployment of American workers in 
the later postwar stages following 
the switchback, but probably not in 
the switchback period. The impor- 
| tance of new products is not denied, 
|but their optimum usefulness in 
sustaining employment probably 
| will be achieved at least a year or 
_two after the winning of the war. 
| Corporations should now be plan- 
jane to do maintenance and repair 
| jobs that have been postponed by 
| priorities or necessities of war, to 
meet some of the pent-up demands 
even for old products, and to get 
back into production quickly.” This 
|program is a_ better solution for 
unemployment in the switchback 
| period than the prospect of unusual 
/and drastically new products which 
may not be ready for production 
auickly enough, Mr. Culliton claims. 

* * © 


| 


| In all probability the building 
| field will be the first to snap back 
|into action after the war because it 
will not need to wait for retooling, 
| points out Dan W. Kimball, presi- 
dent, Associated General Contrac- 
tors of America. 


Carey Names Agency 
Philip Carey Company, Lennox- 
ville, Que., manufacturer of asbes- 
tos and asphalt insulation products 
and building materials, has ap- 
pointed Stevenson & Scott, Montreal, 
as its agency. 


If it’s 


A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“independent Survey of Providence Bulleti 
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AgenciesReview Manpower 
Problems; Seek Answers 


Study Gives Clue to 
Methods Used in 
Easing Situation 


[Editor’s Note: This is the fourth 
of a series of articles detailing the 
findings of an ADVERTISING AGE in- 
vestigation of the manpower situa- 
tion in the advertising and related 
fields. This investigation, in which 
several hundred advertisers, agen- 
cies and media cooperated, revealed 
that advertising and related per- 
sonnel has shrunk considerably as a 
result of the war, and may be ex- 
pected to shrink further. The Ap- 
VERTISING AGE study, however, is not 


NOW —130,000 NET PAID 


al oe 


Shows Increase of 19%>—No Rate Increase 
FOR SAMPLE COPY, WRITE 


QUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. J 


designed as a statistical report, but 
rather as a collection of impressions, 
reactions and solutions to the prob- 
lem which may be of value to the 
field as a whole.] 


By 8S. R. BERNSTEIN 


Nov. 25.—The over-all 
manpower situation of the adver- 
tising field, and interesting and 
unusual comments of national ad- 
vertisers, have been presented in 
the preceding articles in this series. 
In this article we shall present the 


Chicago, 


impressions and _ suggestions of 
advertising agencies. 

Previous articles have indicated 
that in general the problems of 


advertising departments have been 
mitigated considerably by the shift- 
ing of duties from advertising de- 
partments to advertising agencies 
and by the elimination or curtail- 
ment of such functions as the prep- 
aration of dealer help material. To 
a limited extent, at least, these or 
similar factors have operated to 
keep the personnel problems of 


agencies within fairly reasonable 
bounds. 

Larger agency organizations, al- 
though sometimes seriously hit by 
manpower problems, are having a 
relatively much easier time than are 
smaller organizations, where fre- 
quently the loss of even one key 
man to the armed forces or to a 
government agency may mean dis- 
aster. In many cases, such losses 
have meant the “doubling up” of 
small agencies, the closing of 
smaller branch offices of bigger 
agencies, and the pooling of talents 
and services so that the storm may 
be safely weathered. Strangely 
enough, the personnel problem 
among agencies seems to be more 
acute with reference to artists, lay- 
out men and others on the art side 
than with any other group, and one 
result of this shortage has been an 
increasing inclination to place art- 
work, and some times copy produc- 
tion, into the hands of specialized 
independent organizations. 


See Broader Service Range 


Insofar as this is true, the range 
of service provided by the adver- 
tising agency organization itself is 
shrinking somewhat, but few antici- 
pate that this condition will have a 
permanent effect upon the structure | 
of agencies. On the contrary, most | 


| Ronalds 


of those answering the ADVERTISING 
AGE questionnaire accept without 
question the thesis that advertising | 
agency service will be more scien- 
tific, more complete and more thor- 
cughly rounded after the war than 
it has ever been before. Agencies 
have already bitten deeply into 
entirely new fields of activity, such 
as employe and public relations, and 
most agency men expect that their 
services will be in demand not only 
by advertising and sales depart- 
ments, but by personnel manage- 
ment and public relations depart- 
ments, after the war is over. 

Since Canada often a sort 
of practical laboratory for subse- 
auent developments in the United 
States, replies of Canadian adver- 
tising agencies are especially inter- 


is so 


esting as indications of what may | 
be expected here as the situation 
with reference to manpower be- 


comes tighter. 
Has Substantial Losses 


Russell C. Ronalds, president, 
Advertising Agency, re- 
ports that out of a staff of 45 in 
Toronto and Montreal, his agency 
has lost 11 to the armed forces and 
one on permanent loan to the War- 
time Prices and Trade Board in 
Ottawa. 

“This does not count, of course, 


|} the part time service of many of us 


How To 


LIVE ON 


$24,145,563 A MONTH! 


That's what industrial workers in the Portl: 
area have to scrape along on. Of course i 
nice raise over the $7,298,566 payroll f 

same month last year. And you may gst 
sured Mrs. Portland has no trouble 
ways and means to spend this monfy. 
she spends the family’s ever-increasj 
dollars is revealed by a survey rece 
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PAYROLL DOLLAR G0? 


Approximate percentages after Federal 
Income Taxes are Deducted. 
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poration of 
idea of where 
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000 a month for 
0,000 a month for 
ecreation, personal 


24,145,563... 
ndustrial payroll for one 
. is congentrated in the Portland 

» year, industrial payrolls 
ripled, During the same per- 

*s remaining 35 counties in- 
ls have increased only 20%. 


o 3% of 


+ , me JOURNAL 


PORTLAND, OREGON 


from time to time 
broke out,” he says. 
other possible 20% 
able and subject 


since the war 
“We have an- 
who are vulner- 
to call by the 


armed forces. 


“We have been most fortunate in 
picking up two or three older men 
to fill in the senior vacancies and 
up to date we have been able to 
employ girls or women in the junior 
positions. 


Guarantees All Jobs 


G. C. Hammond, director of fi- 
nance, Cockfield, Brown & Co., with 
offices in Montreal, Toronto, Wind- 
sor, Winnipeg and Vancouver, re- 
ports: 

“Up to the present time, we have 
lost ten junior executives to the 
armed services and three additional 
men to posts of responsibility at 
Ottawa. In all cases we are making 
up most of their salaries and have 
guaranteed their jobs back after the 
war. To make up for these losses 
we have endeavored to reorganize 
our problems and accounts so that 
with a minimum of additional 
employment we could carry on. 

“For the present we do not expect 
any further transfers of manpower, 
but as the situation grows more 
serious we must look ahead and 
anticipate this. In the 


zation 
present 
possible. 
ceived the 


in endeavoring to give our 
clients much service as 
We have, however, re- 
cooperation of all our 


as 


|clients in realizing that business as 


usual is impossible. We find most 
of our clients faced with the same 
manpower shortage situation and 


|}are more ready to cooperate with 


our own situation than they would 
have been two years ago. 
“With the present wage ceiling in 


| effect in Canada and with advertis- 
- | ing termed as a non-essential indus- 
| try we have only one way of com- 
| bating loss of manpower and it is 


that of making working conditions 
as pleasant as possible and a policy 
of cooperation between manage- 
ment and employes in all personal 
as well as company problems.” 


Can't Get Replacements 


Morgan Eastman, vice-president, 
McConnell, Eastman & Co., which 
operates offices in Toronto, London 
Montreal, Winnipeg and Vancouver, 
says: 

“To date we have been fortunate 
enough to replace personnel with 
experienced individuals who, for 
some reason, are exempt from mili- 
tary service. By this means, as well 
as a reduced personnel because of 
anticipated reduction in advertising, 
we have been able to meet the 
situation. 

“However, we are now faced with 
a selective service regulation put in 
force by the national government. 
Under this regulation we cannot 
advertise, interview or solicit any 
individual in regard to employment 
nor can any individual apply direc‘ 
to us. This means that we wil’ 
have to make application through 


| Walsh Advertising Company, 


the Selective Service Board in seek- 
ing all future personnel. 

“As yet we have not experienced 
how this will affect us, but we 
anticipate that we will be restricted 
to employing only that type of per- 
sonnel who will not be eligible f 
the armed forces or for employment 
in some more essential war work. 

“In regard to advertising, whil 
it has been listed as a non-essentia] 
war industry, the government of- 
ficials have publicly stated that 
they recognize that continued ad- 
vertising is essential. These two 
statements are contradictory and 
yet we have had no evidence as to 
which attitude will finally preva)! 
However, it is significant that the 
government is itself the largest user 
of advertising in Canada.” 


Manpower Down; Business Down 


Thomas E. Walsh, president, 
re- 
ports that thus far a reasonable bal- 
ance has been struck between man- 
power and business. 

“It is true that we have lost sey- 
eral of our executives owing to t 
war and it is also true that we ha’ 
lost considerable business as wel! 
he says. “We have been handling 
all advertising in Canada for the 
Chrysler Corporation, including 
Chrysler, Plymouth, Dodge and De 


:O2 @ 


meantime | 
we have reduced our sales organi- | 


How to Get 


Your SHARE 


of that 
$24,145,563 


Advertise in the daily Journal, 
Portland's only afternoon news 
paper. It is the newspaper with 


its circulation concentrated 1! 


in the Portland Area, where 63% 
of Oregon's industrial payrolls 


are made ...and spent. 


Portland has long been a goo 
market. Today it is an exception 


al market. Its amazing growth! 


sound and solid, for Portland's 


industries are here to stay. 


THE PORTLAND AREA- 
Oregon’s Primary Market 


Here in one county, month by month, 
industrial payrolls are almost double 
those inOregon’s remaining 35 counues 


76% 

(112,129) of the daily Journal’s 
circulation is concentrated in 
Portland. Here The JOURNAL 
LEADS by 20,450 FAMILIES! 


The JOURNAL 


Portland’s Afternoon Newspaper 
PORTLAND, OREGON 
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Soto passenger cars, as well as 
Dodge truck advertising. 

“We have made it a rule since the 
war started, and of course we have 
had 2% years more than you have 
had in the United States, to advance 
people in our employ who are not | 
called for Army or other services in 
Canada, and as a result we have 
been able to keep our work on a 
pretty even keel. Perhaps we have | 
been more fortunate than other 
egencies in that we have always 
filled executive positions in this) 
office from members of the staff 
whom we have brought in quite 
early and advanced every time 
possible.” 


Expects Concentration 


Harold F. Stanfield, president, 
Stanfield & Blaikie, says that “for- 
tunately, we have not been affected, 
as yet, so far as losing personnel is 
concerned. 

“As you know, our labor regula- 
tions in Canada prevent us from 
employing any additional people 
without authorization from the Na- 
tional Selective Service Department 
which, I feel sure, it would be} 
impossible for us to obtain. My| 
own feeling is that the government 
will insist that agencies pool their 
services and probably cut down the | 
number of agencies operating in| 


Canada from 40 to eight or ten.|age, and while still not finding it|each account, which has been our | sisted of one artist who joined an-| 


That, definitely, is the plan with| 
non-essential manufacturing con-| 
cerns and, while it seems a drastic 
step, it appears to be the only | 
course open—otherwise, many small | 
businesses would fall by the way- | 
side, so it is an essential step both 
from the point of view of business 
and government. All this, of course, 
is only my own opinion.” 

While these comments from Ca- 
nadian agencies mirror a situation 
much more serious than that cur- | 
rently facing agencies in the United 
States, in many ways they present 
a picture which holds true on this 
side of the border, although much 
less severe in degree. 


Reviews Staff's Status 


One of the largest agencies in the 
United States reports that it has 
lost 83 men to the armed forces in 
the past year from all its offices, 26 
of these having come from its head 
office in New York. In addition to 
this very substantial figure, a large 
number has entered government 
agencies or taken positions in war 
industries. Figures for the entire 
country are not available for this 
group, but from the New York 
office five men have been lost to 
government agencies and two men 
and three women have gone to war 
industries. 

“To date,” this agency reports, 
“most of the men we have lost have 
been office boys, clerks, and a few 


CUNSSIFIED PHOTOS 
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production detail people. Because 
of the fact that most of our account 
executives and department heads 
are married men with families, I 
think I can say that we have not 
suffered a major loss. Wherever 
possible, we are making replace- 
ments with women. We have not, 
as yet, been forced to re-schedule 
routine, or reorganize departments 
so as to combine jobs. 

“As far as maintaining a nucleus 
of trained, competent personnel, I 
will be able to tell you more about 
that problem within the next few 
months. We are at the moment 
making a very complete survey of 
all male personnel to determine 
how vulnerable they are to the 
draft, commissions, enlistment, gov- 
ernment agencies and war indus- 
tries. Once this has been completed, 
we expect to grade these individuals 
from ‘most’ vulnerable to ‘least’ vul- 
nerable. That should show us very 
quickly where our weak spots are 
and we will take steps to obtain 
replacements where necessary.” 


Has More Work 


Pointing up a problem mentioned 
frequently in replies from adver- 
tisers, Emil Brisacher, Brisacher, 
Davis & Staff, San Francisco, says 
that up to now his organization has 
replaced men with those above draft 


necessary to increase employment of 
women, is giving thought to this 
subject. 

“Because of our clients’ added de- 
mands upon us due to their losses 
in personnel, far from replacing or 
consolidating any of our depart- 
ments, all have been working at 
full tempo,’ Mr. Brisacher says. 
“We are doing many things that 
were formerly handled by our 
clients’ advertising departments and 
the Washington developments have 
brought us new problems to help 
our clients solve.” 

The special problems of an agency 
whose work is primarily in the in- 
dustrial and technical fields are out- 
lined by W. H. Evans, Evans Asso- 
ciates, Chicago, who reports that 
only one key man has thus far been 
lost, but that others may be going 
before too long. 

“Ours is a technical agency,” Mr. 
Evans says, “and we cannot build 
women into our sort of staff for 
creative work. Where possible, we 
are consolidating work and simpli- 
fying systems. By this means we 
feel we will sustain the effects of 
even a long war with experienced 
and competent personnel to meet 
the needs of our 38 clients. 


Dual Account System Works 


“Our dual system of control for 


policy for many years, now becomes 
an important advantage, for rarely 
will two account executives join the 
colors at the same time. 

“We believe there may be some 
agency men inclined to avoid the 
effect of income ‘freezing’ by job 
changing. Some dislocations will 
result, for the advertising man of 
the species is a pronounced opti- 
mist, and is willing to consider that 
‘green grass across the _ fences’, 
often to his disadvantage in the long 
pull. We feel such efforts in war- 


time should be discouraged for the | 


health of advertising in general. 
“Smaller industrial agencies, 
where one or two men control all 


accounts, face a real problem. When | 
such men are called into service, 


rather than attempt to bridge the 
gap until victory with makeshift 
service to clients, we note a num- 


ber have recommended their clients | 
to larger organizations for the dura- | 


tion and closed up shop. This surely 
is shooting square with the client 


and will build a high postwar good | 


will.” 

That the problem of artists and 
artwork seems to be the most press- 
ing in many cases is clearly evi- 
dent. Walter F. Dunlap, president, 
Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee, says that of a 
staff of 50, losses so far have con- 


cther agency and three artists who 
have gone to war. “We have had 
no trouble so far in adding on per- 
sonnel to take care of the increased 
business,” he adds. 


Sanders Joins ‘Tribune’ 
Charles Sanders Jr., formerly 
advertising manager of the Eagle, 
Gainesville, Ga., has joined the 
Tribune, Walton, Ga., as associate 
editor and advertising manager. 


Q. Why is REDBOOK’s percentage of newsstand 
gain greater than tiai of most magazines? 
A. Because of superior fiction and more fiction per 
issue. The primary reading interest of most people is 
fiction. Only two magazines have approached REDBOOK’s 
record of best sellers. 


Q. Who reads REDBOOK? 


A. Both women and men 
group with one or two small children 
which are and will be held intact. during and after 


the war. 


(). Does REDBOOK have a low cost? 


A. REDBOOK’s circulation for October. 1942 was more 
than 1.620.000... making the delivered cost of a black 
and white page advertisement less than $2.00) per 


thousand. 


| CE DBUUK veaches the 
turiger Vaniea Marker” 


e Read by wives and their husbands 


W“ hose 


one or two young children mean deferment.con- 
tinued employment, continued buying power! 


Your 


the younger married 
... the families 


Their buying power 


will CONTINUE 


'O ONE KNOwsS for sure how 
\ many soldiers the army finally 
will require, but all signs point to 
this — the married man with one 
or more young children will be 
among the last to be ¢ 
continue to work — and his family 
will continue to SPEND. 


REDBOOK reaches more than 
1.500.000 young wives and family 
with cood ine 
cellent buying power. That makes 
them your market for today — and 
draft deferment makes them your 


market for tomorrow! 
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Walgreen Maintains 
Profits; Role of 
Advertising Cited 


New York, Nov. 25.—Pointing out 


that increased sales of the Walgreen 
Company during the year ended 
Sept. 30 offset considerably higher | 
taxes and wages, so that net earn-| 
ings were maintained, C. R. Wal-| 
green, president, stressed the impor- | 
tance of advertising and displays in| 
effectively varying the company’s | 
sales efforts. Encouraging factors | 
listed in the annual report were the 
wide diversity of goods stocked by 
the company, and the probable fur- 
ther availability of most of them. 

Earnings for the year ended Sept. 
30 totaled $3,361,469, against $3,334,- 


RADIO 


PROMOTION MEN: 


The foremost designers of pictorial 
charts and maps expertly analyze and 
visualize your facts for effective 
presentation. Write for special war- 
timely folders. 


» *VISUALFACTS 
2 West 


46th Street, N.Y.C. 


835 during the comparable period 


last year. 


Richfield Oil Corporation 

Net income for the nine months 
ended Sept. 30 was $2,045,854, com- 
pared with $3,365,088 for the like 
period in 1941. 


Addressograph-Multigraph 

For the year ended July 31, 
profits amounted to $1,660,750, 
against $1,510,042 during the same 
period last year. 


Anaconda Copper Mining Co. 

Net profit for the nine months 
ended Sept. 30 was $27,514,668, 
against $32,712,617 during the com- 
parable period last year. 


Maytag Company 

Net profit for the third quarter 
ended Sept. 30 was $320,137, com- 
pared with $512,203 for the like 
quarter last year. Income for the 
nine months ended Sept. 30 totaled 
$424,041, against $1,368,593 during 
the same period in 1941. 


United Drug Company 

Earnings for the quarter ended 
Sept. 30 were $617,489, compared 
with $775,275 for the same period 
in 1941. Income for the nine months 
ended Sept. 30 totaled $1,585,628, 


last year. 


Reynolds Metal Company | 


Net income for the nine months | 
ended Sept. 30 amounted to $733,957 | 
compared with $2,293,040 during the | 
same period in 1941. 
Brown Shoe Company 


For the year ended Oct. 31 earn- 
ings were $919,515, against $1,012,- 
118 during the comparable period 
last year. 


L. C. Smith & Corona 


Profit for the quarter ended Sept. 
30 was $2,451, compared with $418,- 
573 for the same quarter in 1941. 


Uses Outdoor Posters 


Outdoor posters will be used for 
the first time in more than 10 years 
by Hydro-Electric Power Commis- 
sion of Ontario, beginning in De- 
cember and running through to the 
end of February in a selected list 
of Ontario cities. Conservation of 
power will be the theme. J. J. Gib- 
bons Ltd., Toronto, is the agency. 


Names Cole as Agency 

The Wood for Venetian Blind As- 
sociation, San Francisco, has ap- 
pointed L. C. Cole, San Francisco 
advertising agency, to handle its 
account. 


BUYING POWER 
18% ABOVE 
NATIONAL : 


a 


AVERAGE — 


ERE today in the 11 cities of 
WGY’s primary airea are the | 
best possible growing conditions for | 


a successful 


IT DOESN'T STOP 


CITY LIMITS © 


HIS promising sales picture ex- 
tends also to the 84,404 farm 


homes reached by WGY, for farm incomes 


up this way have increased 


year, 44°, in the past two years, well above 


the national average. 


While we’re on factual data, you might 
note that recent surveys conducted by the 


34°), in the last 


General Electric Market Research Depart- 


ment have indicated that 


listeners in this airea than all other stations 


combined. 


. + « 
Briefly: in this region where spot campaigns are 


smiled upon by some of the 


in the country, WGY has the power and the 


popularity to bring results. 


WGY has more 


stance, although the 
trading zone ranks 41st in population, 
it’s 24th in income. Good plugs land- 
ing on such fertile ground, can’t fail! 


*& the airea’s hi 
* the alrea’s lo 


the most Popular 


spot campaign. For in- 
Schenectady 


November 16. The North African 
affair brings ancient Carthage back 
into the news, and the Roman Sena- 
tor who kept hammering home: 
“Carthage must be destroyed.” If 
I remember correctly, it took him 
some twenty years of such repeti- 
tion to get results. In contrast, 


when Hannibal, the Carthaginian 
general, wanted to get his army 
across the supposedly impassable 


Alps to attack Rome, he said to his 
troops, in effect: “Boys, across the 
Alps lies Italy, with its fertile flelds 
and sunny plains. There is wine, 
and women and loot. Let's go!"" And 
they went, right then ... Such is the 
difference between a slogan and a 
good piece of selling copy. 


November 17. One of the signs of 
the improved position of advertising 
with business managements is the 
improvement in the caliber of adver- 
tising managers and directors. It 
used to be that the good men who 
developed in this field were rather 
quickly drawn off into agencies. But 
that does not appear to be so true 
today. We now have numerous com- 
panies which have placed their ad- 
vertising directors up among the top 
management group, with a resulting 
increase in dignities and rewards 
which proves attractive to first rate 
men. 


November 18. Scanning some ex- 
pense accounts today I noticed, as I 
long have, that the cost of entertain- 
ing clients does not vary so much b: 
clients as it does by agency repre- 
sentatives. Some representatives just 
have a natural taste for night life 
which clients furnish an excuse for 
cultivating. And I have observed 
over the years that the less sure a 
man is of having something within 
himself to deliver, the more he de- 
pends on the Great White Way. In 
fact, excessive entertainment ac- 
counts are now to me a symptom 
of a man so weak he should be got- 
ten rid of. 


November 19. Today I was solicited 
to take an active part in the state 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


affairs of the revived Republican 
party. But both by temperament and 
conviction I am and always will be 
a mugwump in politics. I hold that 
the constant effort of the advertising 
man should be to train his mind to 
complete objectivity in the scrutiny 
of social trends and forces of every 
kind. It is hard enough to do this 
at the best, without adding the handi- 
cap of political partisanship. 


November 20. A well known agency 
man, who has been very successful, 
told me today that he had tried to 
write down what reasons there were, 
besides vanity and greed, why he 
should not retire. He could think of 
none. As he thinks further, of course, 
he will find that the real reason is 
the desire to use the powers which 
he has developed within himself; to 
do his stuff, as we say. This is a 
psychological urge he will never es- 
cape from. 


November 21. Gradually the situa- 
tion with regard to the government 
use of advertising seems to be clari- 
fying itself, thanks to the joint 
efforts of OWI and the Advertising 
Council. There are big jobs to be 
done; and for the present, at least, 
industry will have to do them so far 
as financing is concerned. But the 
actual work load will fall mostly on 
the agencies, and no agency man 
who isn't drafted will need to go 
looking for war work elsewhere. 


November 22. Visited with an ad 
vertising man who has worked for 
years in a Latin American country. 
He told me that it was easy in most 
cases to adapt a_ successful cam- 
paign here to use there, Differences 
in language, mechanics, and customs 
have to be taken care of, but the 
basic idea and appeal can often be 
the same. This checks with my own 
observations abroad. In every coun- 
try I have seen women want to be 
beautiful and men want to make 
money; and advertising often speaks 
the true universal language. 


ghest power 
watts) 


(810 kilocycieg ee" 


network 


(50,0 


(NBC) 


best income data 


GENERAL @ ELECTRIC 


WGY 


SCHENECT ADY, N. y. 


Lists Additions 
to Mining Staff 

Frank W. Roets, formerly New 
England representative of Fishing 
Gazette, has succeeded R. F. Boger 
as agent in the same area for Coal 
Age, Engineering and Mining Jour- 
nal and the Mining catalogs, it has 
been announced by McGraw-Hill 
Publishing Company. Mr. Boger 
now represents Aviation in New 
York. 

W. S. Drake, associated with 
McGraw-Hill’s circulation depart- 
ment since 1933, will be sales repre- 
sentative for Coal Age and Engi- 
neering and Mining Journal in the 
Detroit territory. 


To Howland & Howland 


Howland & Howland, Inc., New 
York, has been named national 
advertising representative for the 
Local News, West Chester, Pa. 


Urges Conservation 


of Trade Names 

Featuring the slogan, “Your 
Name Is Your Flag, Keep It Flying,” 
Meyercord Company, Chicago 
manufacturer of decalcomania win- 
dow signs, truck lettering and prod- 
uct name plates, has released a 
series of advertisements to a list of 
business papers to impress Ameri- 
can business with the necessity of 


/conserving, through continuous ad- 


vertising their trade names, brand 
and product identification for the 
duration of the war. 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING — 


C Is It on Your Se 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


VERSATILE ADVERTISING MAN 


Available 


conservative, accurate 


required. 


Have had experience with two of the better advertising 
agencies doing production, copy and contact work, and 
with manufacturer as advertising and sales promotion 
manager. References available from all previous employ- 
ers. At present employed. University graduate. Married, 
one child, 44 years old, 3-A draft status. Capable writer: 
executive, 
temperament. Good health. 
vertising department for manufacturer who wants to step- 
up the effectiveness of his advertising activities but who 
at the same time wants to maintain strict budget require- 
ments, Or would like to join an agency who wants a man 
to do strictly writing and creative work or who wants a 
man to be a combination contact and creative man. In 
no hurry to make change but can make quick shift if 
All enquiries will receive strict confidence. 
Reply to Box 3865, Advertising Age, Chicago. 


Cheerful, optimistic 
Would like to head-up ad- 
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AXIS ANGLE 


The illustration of an actual loading up 
of a Curtiss Warhawk fighter near the 
Libyan front dominates this 800-line 
copy, placed by Packard Motor Car Co. 
in newspapers of its distributor cities 
throughout the U. S. Packard was com- 
missioned by Britain to build Rolls-Royce 
engines used in the planes. 


Reprint Kyne's 
Booklet for Novel 
Page Advertisement 


San Francisco, Nov. 24.—The un- | 
usual institutional device of print- | 
ing a booklet as a full-page adver- | 
tisement spiced the copy of S & W | 
Fine Foods which appeared Nov. 15 | 
in Sunday editions of the Los Ange- 
les Examiner, Portland Journal, San | 
Francisco Examiner and_ Seattle | 
Post-Intelligencer. 

The complete booklet, written by | 
Peter B. Kyne, well-known West! 
Coast novelist, concerned the found- 
ing, growth and ideals of the com- | 
pany. It was reproduced, in full | 
text, in the advertisement. | 

Partly because of the style of the | 
advertisement, since Mr. Kyne’s | 
readability is acknowledged, and | 
partly because of the unusual title, 
“The Book I Never Wrote,” the ad- | 
vertisement managed to get thor- | 
ough, interested readership. 


Founder Is Nameless | 


As Mr. Kyne tells it, S & W's) 
founder (who is nameless in the | 
advertisement) was the first to con- | 
ceive of a line of canned foods to be 
grouped under one label, and to 
maintain highest quality in each | 
classification. Not only that, the | 
founder decided a label must mean 
“something fine ... like a sacred 
Pledge . . . that would never re- 
treat . . . never compromise . 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


| never change and never fail. A label | to eat. Although packages and for- 


that would always mean ‘the best) mulas may change, this much must | 

in the world is inside this container,’| remain unchanged: Any package 

or ‘if it can be made better, it will| marked S & W must always contain 

be under this label.’” the best food it is possible to pro- | 
By not tying himself to a string duce.” 

of canneries, he was able to buy| A text-type paragraph reported 

produce from whatever portion of| that “This space for public printing | 

the country or world produced the |of ‘The Book I Never Wrote,’ by | 

best. He introduced new foods—/| Peter B. Kyne... sponsored by S & 

“pineapple, celery hearts, fruit! W Fine Foods, Inc.” 

cocktail, fruit-ades, grapefruit juice; J. Blumlein is president of the 

that was entirely free from the bit-| company. Brisacher, Davis & Staff 

ter peel-oil . . . his business, like a| is the agency. 

rolling snowball, grew and grew.” —_— 
“People in California became 

proselytes to his quality,” the copy 600 N ewspaper Ss 


reports, “some of them moved to 


a 
other states. They balked at local Accept Tr easur y Ss 
brands, and unfamiliar labels. They * 
insisted that their grocer get come Bid to Be Agents 
foods under the label put out by| Washington, D. C., Nov. 25.—With 
the tall, patient man.” /more than 600 acceptances on file, 

| Secretary of the Treasury Morgen- 
Unchanged by War thau has predicted that several 
Six days after he finished the| thousand newspapers would agree 
booklet, Mr. Kyne reports, “Pearl | to become official war bond issuing 
Harbor lit a flame across the world’s| agents for the Treasury Depart- 
widest sea.” Like many another | ment. 
food company, S & W had important; Secretary Morgenthau explained 
decisions tomake. Although he was | that experience had shown that the 
not there, the author says he knows | volume of war bond sales would in- 
the founder of the company said: | crease in proportion to the number 
“As it is in the public interest, we|of outlets offering them for sale. 
will willingly comply with all the Results have been particularly good 
rules and restrictions our govern-|in the offices of the 35 to 40 metro- 
ment imposes. But people still have | politan newspapers which had vol- 


unteered to issue the certificates | s Di s 
before he addressed a letter to all Reck to Aero gest 
Franklin M. Reck, author of tech- 


daily and weekly newspaper pub- nical books and articles, has been 
lishers, asking their additional help, |appointed Detroit editor of Aero 
several weeks ago. Digest. 

“I am mindful of the magnificent 
help which the press of America is 
giving to the war bond campaign,” 
the Secretary wrote, in referring to 
the publicity and advertising space 
placed behind the drives. “I want 
to thank you now for the support 
your newspapers are giving us.” 

Bonds will be sent to the news-| 
papers, without collateral, from the | 
12 Federal Reserve banks and their 
branches. 

War savings staff representatives | 
indicated that no drive would be 
made to have general magazines 
becoming issuing outlets, as the 
Meredith Publishing Company has | 
become, because the problem is pri- 
marily one of developing local retail 
outlets convenient to purchasers. 


Hollenbeck Wins Award 


Leatrice Hollenbeck, advertising 
manager of Sunray Oil Company, 
Tulsa, Okla., has been awarded first 
prize in a contest conducted by the 
tenth district, Advertising Federa- 
tion of America, to select “Ameri- 
can Industry’s Best Wartime Adver- 
tisement.” Bruce Barton, president 


The 
CLEVELAND 


ORCHESTRA 


Broadcasts 


| A NEW SERIES OF WORLD-WIDE 


RADIO CONCERTS 


SATURDAYS 5° 6 RM. EW.T. 


OVER THE COLUMBIA BROADCASTING SYSTEM ~~ 
AND SHORT-WAVE AROUND THE WORLD } 


SPOMSSRED BY RADIO STATION W-G-A-R CLEVELAND 


of Batten, Barton, Durstine and | 
Osborn, New York, judged the com- : 
petition. | 


Maybe your business 
faces these questions 


How can we send more re- 
pair business to ourdealers @ 


One answer to these war-time questions is the Classified 
section of Telephone Directories. There you can display 
your trade mark with a brief message and list the names, 
addresses and telephone numbers of your dealers. 


1 Dealers are more and more dependent on service business 
today. The Classified can help your authorized outlets to get 
their share. 


2 War work has caused many Americans to move to other towns. 
You can make it easy for them to find your dealers—through 
the Classified. 


3 This is one tested way to keep your trade mark in the public 
mind — to help people remember it when normal markets 
return. 

Page through the Classified to see how many well-known 

trade marks are in it. (The one at the right is an ex- 

ample of those appearing under “Radios”.) Then call 
the business office of your telephone company and ask 

a Directory Advertising Representative to give you de- 


tails of how this plan can be adapted to your markets. 


How can our customers 
who have moved to new 
places find our outlets 


Will our customers re- 
member us after the war @ 


CLASSIFIED TELEPHONE DIRECTORY 
Radio Sets—Retail 


74 ZENITH RADIOS 
1005 Americo’s Finest 
Radios Deserve 
the Finest Care 
s Keep ‘em playing. 
10 


“FOR SERVICE CALL” 


121 DISTRIBUTOR 
eH GRAYBAR ELECTRIC CO 
i 167 Walton NW... 2... JA ckson-2261 
ss DEALERS 
Bame’s Inc 60 Broad NW. ........... WA inwt-5776 
tol KING HARDWARE CO 
i de vende ecece need WA Inut-3000 
- orningside Radio Service 
1451 Pomt av WE ................ WE men-77S1 
Sterchi Gros Stores inc 116 Whall SW. MA in-3100 


io Supplies & Parts—R 
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ADVERTISING AGE 
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British Women 
Services Use 
Joint Campaign 


tisements which strongly resemble 
news columns, and posters, films 
and radio appeals backing up the 
drive, Britain moved forward re- 
cently with an “all-services’” cam- 
paign to enlist women. 

A typical advertisement is head- 


lined, “Why every woman who can | 


be spared is needed now in WRNS, 


ATS, WAAF.” A sub-head adds the | 


appeal, “Vital to the offensive,” and 


a bank declares “Single and mar- | 


ried women, including servicemen’s 
wives, asked to volunteer.’”’ Copy 
goes on to describe the service jobs 
available. 

The volunteers are being sought 
by the Women’s Royal Naval Serv- 
ice, Auxiliary Territorial Service 


When Peace comes 
Artkraft Will Again 
Deliver Signs. 


and Women’s Auxiliary Air Force, | 
which formerly advertised in direct 
competition with each other. The. 
collective appeal is being made to 
all girls and women not conscripted, 


| who are between the ages of 17% 
London, Nov. 16.— With adver-| and 45. 


Assistance is being given 
by the Ministry of Information, and 
since large numbers of volunteers | 
are needed, the drive is to continue 
| through December. 

The new “all-services” copy in- | 
cludes photographs of typical mem- | 
bers of the services. ‘News’ col- | 
umns explain requirements and | 
| work of the three groups. At the| 
bottom a coupon invites volunteers 
to obtain additional information | 
about the preferred service, asking 
for the writer’s name, address and 
|}age—the latter marked “in con- 
| fidence.” 

Supplementing the national cam- 
| Paign in newspapers, local drives 


| 


|have been organized, suited to the 
| individual 
| community. 


requirements of each 


Reo Advances Streeter 


Don C. Streeter has been ap- 
pointed general sales manager of 
Reo Motors, Lansing, Mich. Mr. 
Streeter has been with Reo in sales 
and service work for 26 years, and 
since 1938 has been assistant gen- 
eral sales manager. 


mstrond 
cin midnl 


Get up among these 


WENR 


audience building stars 


The stars have shifted over Chicago. Many 
nationally famous programs are now being 


aired over WENR. And 
fast. These programs h 
audiences. Thus makin 
ever buy. 


the list is growing very 
old listeners and build 


g WENR a better-than- 


Getting Personal 


J. K. Waibel, advertising counsel for the Continental Illinois Nat'l. 
Bank & Trust Co. of Chicago, has been given leave of absence to aci 
as director of education for the seventh district Victory Fund Com- 
mittee. G. A. 
Buchanan, pub- 
lisher of the Rec- 
ord, Columbia, S. 
C., is now civilian 
defense director 
for the Greater 
Columbia area and 
Richland county... 

W. Rupert Da- 
vies, president of 
the Whig - Stand- 
ard, Kingston, 
Ont., and a former 
president of the 
Canadian Press, 
has been elected to 
the Senate of Can- 
ada... L. G. (Tim) 
Willcox, research 
dir. of Evans As- 
sociates, Chicago 
industrial agency, 
is practically bust- 
ing his buttons 
over a grandchild, 
a bouncing boy 
born to his daugh- 
ter, Mrs. Walter 
A. Mueller, at 


FOR THE MARINES — 


L. H. Ashe, adv. mgr. of E. R. Squibb & Sons (left), and 
Maj. J. M. Chambers, Marine hero who returned recently 
from the Tulagi area of the Solomons, look over the script 
Chambers used on a coast-to-coast tribute to the Marine 


Corps. Squibb donated its regular radio time to the 


special show. 


Evanston Hospital. . . 

The Los Angeles Adclub got an earful about the Fighting French 
last week from Henri Daimant-Berger, now serving as attache for the 
motion picture industry of General Charles de Gaulle. .. The Wartime 
Christmas Surprise luncheon of the New York Adclub will be held 
Wednesday, Dec. 16... 

Mrs. Jean Owen, a.m. of Smartwear-Emma Lange, Milwaukee spe- 
cialty shop, is one of the more familiar figures in every phase of Red 
Cross activity in Milwaukee County. .. James T. Buckley, president of 
Philco Corp., celebrates his 30th — 
anniversary with the company 
this month. In 1912, at 16, he WEEI WELCOM 
joined the company as a labora- 2g a 
tory clerk and assistant. His first 
important post was that of gen- 
eral purchasing agent, which he 
became in 1920... 

Pvt. John M. Infield, son of 
John Infield, a.m. of Holeproof 
Hosiery Co., Milwaukee, has 
been promoted to corporal at the 
Army air base at Westover Field, 
Chicopee, Mass... 

James D. Shouse, v.p. in chg. 
of broadcasting for the Crosley 
Corp., Cincinnati, was honored 
by the personnel of WLW and 
WSAI by a surprise testimonial 
luncheon Nov. 18. It was Mr. 
Shouse’s 5th anniversary with 
the company. . . 

It takes more than a spray of 
machine-gun fire to knock an ad- 
man out of the fight. Lt. Edward 
W. Wellman, on leave of absence 
from the New York Daily News 
ad department, was in the thick 
of the scrap aboard an assault : 
boat off Casablanca. Although taken prisoner, he is probably back in 
action following capitulation of French Africa. . . 

Betty Ryan, daughter of the general manager of the Transcript - 
Telegram, Holyoke, Mass., has joined the Waves. She has been 
assigned to duty in the public relations department. . . 

Aaron Hanger, on the sales staff of WOV, New York, recently 
became the father of a 5'-lb. girl... 


raesgonng ante: Ra Deore ra 


A California orange and jar of Boston 
baked beans exchanged hands as Harold 
E. Fellows, general manager of WEEI, 
CBS Boston outlet, welcomed Marie 
Houlahan, newly-appointed publicity di- 
rector of the station. She formerly was 
with the West Coast office of CBS in 
San Francisco. 


‘BUY A TANK’ DRIVE CLICKS 


Hitch your commercial wagon to WENR’S 
rising star. Here's a not-to-be-missed opportu- 


nity. Value? On cost a 


lone, WENR is the best 


buy in Chicago. Performance? Just take a look 


at WENR’S record, or 


ask any WENR adver- 


tiser. A Blue Spot Sales representative will 


gladly give you all the facts. 
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AS OWNED AND OPERATED BY THE BLUE NETWORK COMPANY 
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LLY BY BLUE SPOT SALES 


13 QNEAGO + SAN FRANCISCO + MOULYWoOD + DETROIT _ 


E. A. Schirmer, manager, Detroit office of Crowell-Collier Publishing Co., and 
chairman of the special Wayne County ‘Buy a Tank” drive, speaks at the christen- 
ing ceremonies for three tanks. Scrap metal and rubber collected in a single 
day paid for the weapons. With him here are (left to right) K. T. Keller, pres., 
Chrysler Corp.; Mrs. A. W. Wermuth; C. E. Sorenson, v. p. of Ford Motor Co.; 
and Mrs. James H. Doolittle. The tanks were named after the husbands of 
the two women and after Maj. Max Weil, another hero of World War Il. 


keting consultant, will start the New Year off right. 


Vanguard Advertising’s Joe Russakoff has a second son. 
| the name... 


Mrs. June Cawley Hynd, v.p., Kellogg Service, New York food mar- 
She will wed 
Maj. George Fielding Elliot, CBS military seer, in New York Jan. 1... 
Andrew is 


Bob Hope Climbs ~ 
to Top Spot in 


New Hooper Index 


New York, Nov. 25.— Bob Hope 
garnered first place in the national 
/program ratings report of C. E 
Hooper, Inc., for the period ended 
| Nov. 15, with a rating of 32.3. In 
second place was Charlie McCarthy 
| with 31.4, and third place went to 
| Fibber McGee & Molly with 31.1 
|The highest rating shown for th« 
period, however, was for Red Skel- 
|'ton, with 33.7. The Skelton pro- 
gram is not ranked in the “national 
|figures because the program 
‘heard after 10:30 p. m. in the east- 
ern time zone and is therefore not 
measured in that zone. 

The Bob Hope show was fifth i: 
the Oct. 30 Hooper ratings, whil 
|Charlie McCarthy was first, and 
| Fibber McGee & Molly second. 
| Those occupying fourth to fif- 
teenth places in the Nov. 15 ratings 
| are as follows: 


Rating 
| Jack ESOT CC eRe Tees 27.4 
| AbMPICN FOMily «once cisciens 27.1 
| Frank Morgan-Fanny Brice... 24.4 
bu Se eee 24.2 
| DE BE 63.600 va ods neeed 24.2 
| OS Perec rer er rere ir 23.7 
|Mr. District Attorney........ 23.3 
[NEE cc cbesdonsterceeed 22.8 
| Eddie Cantor ................ 21.9 
(SE sncnsdnees's nes es 21.0 
Screen Guild Players........ 19.0 
co” i eer eee ee 18.0 


| To NBC Committee 


NBC network affiliates have 
elected the followed members to 
the stations’ planning and advisory 
committee: Paul W. Morency, 
WTIC, Hartford; G. Richard Shafto, 
WIS, Columbia, S. C.; James D. 
Shouse, WLW, Cincinnati; Harry 
Stone, WSM, Nashville; Stanley E. 
Hubbard, KSTP, St. Paul; G. E. 
Zimmerman, KARK, Little Rock; 


Sydney S. Fox, KDYL, Salt Lake 
X. Pangborn, 


City; and Arden 
KGW, Portland, Ore. 


BALTIMORE'S BLUE 
NETWORK 
re OUTLET 


George H. Roeder, Gen. Manager 
‘e National Representatives: 4g 
SPOT SALES, INC. — 
New York - Chicago - San Francisco 
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Sales Importance 
of Hamlets Up, 
Survey Reveals 


Chicago, Nov. 25.—Mirroring the 
new importance of the small town 


as a merchandising unit, a Western | 
Newspaper Union survey released | 
this week indicates that consumers | 


are now obligated to adopt more 
fixed habits of living, and to replace 


the footloose traveling of the motor 


age. 

Tied down to the old homestead 
by gasoline rationing and well-worn 
tires, the small town consumer 
shops at the stores accessible to 
him, the stores of his own town. 

The WNU survey, supervised by 
Earl E. Sproul, vice-president, was 
taken from a sample of 2,462 whole- 
sale grocers and 720 druggists. Sig- 
nificant findings of the study: 

1. The wholesalers believe, by 
a majority of 89.4%, that retail sales 
in small towns have improved. The 
mass of wholesalers who had felt 
the lift of increased sales said the 
percentage was between 10 and 
25%. 

2. A slightly smaller percentage 
(86.6%) of the wholesalers said 
that small town stores in their terri- 
tories have improved stocks as a 
result of stimulated trade. 


See Permanent Gain 


3. Of possible postwar portent 
was the answer of the wholesalers 


|has purchased Roma 


| 
| 


to the question, “Do you believe the 


average small town will continue to 
be a better retail outlet than it was 
before the present situation arose?”’ 
The wholesalers believe it will, by a 
majority of 89.9%. 

The nation’s merchandising pic- 
ture has been radically altered, of 
course, by the withdrawal of several 
million men from civilian life and 
by population shifts to industrial 
areas. Nevertheless, a Wisconsin 
wholesaler replied to the question- 
naire: “Because of price stabiliza- 
tion, improved rural stocks and bet- 
ter merchandising, the outlook of 
the small town merchant is greatly 
improved, and will be even better 
when some of our population shifts 
back to the areas from whence it 
came.” 


Libbey Advances Two 

Carl U. Fauster, advertising man- 
ager of Libbey Glass Company, To- 
ledo, has been promoted to mer- 
chandising and_ sales promotion 
manager. Sam K. Beetham, dis- 
play manager for Owens-Illinois 
Glass Company, will succeed Mr. 
Fauster as Libbey advertising man- 
ager. The Libbey Glass Company 
is a wholly owned subsidiary of 
Owens-Illinois. 


Elects New Officers 


W. F. MacDonald, Arthur Kudner, 
Inc., has been elected chairman of 
the Agency Outdoor Group, New 
York, and D. J. Wasko, Donahue & 
Coe, secretary-treasurer. The group 
meets once a month to discuss topics 
relating to outdoor and transporta- 
tion advertising. 


Tell All 


at small cost with 


Uewscotor 


Retail stores use newsprint 
broadsides and circulars so 
that they can tell more, show 
more and sell more. News- 
color (quality color printing 
on newsprint) has a definite 
Size advantage. Large size il- 
lustrations, particularly in col- 
Or, are more convincing than 
“thumb nail” sizes. 

_For Jess money than pocket 
Size folders, booklets and 
broadsides on coated stock 
cost you, we can furnish large, 
full color Newscolor pieces. 
Send for samples which dem- 
onstrate the value of Jarge size 
—at low cost. 


SHOPPING NEWS 


welt “Division CLEVELAND 


eCeereee seereer fF seeeree 
Srneuneng 


Aluminum Co. of America, as well as 

other leading U. S. companies, has taken 

up a new wartime task—helping the 

Treasury enlist additional “10 per 

cent’ bond buyers before New Year's. 

Ketchum, Macleod & Grove is the 
agency. 


Schenley Buys Roma 

Schenley Distillers Corporation 
Wine Com- 
pany, Fresno, Cal., which operates 
wineries at Fresno, Lodi and Healds- 
burg. 


as Consumer Aid, 
FTC Order Says 


Washington, D. C., Nov. 25.— 
A Chicagoan who informed automo- 
bile dealers and the public that he 
was “an automotive expert” and 
published bulletins titled ““Consum- 
er’s Research Reporter” and “Con- 
sumer’s Automobile Reporter’ has 
been ordered by the Federal Trade 


Commission to cease misrepresenta- | 


tion. 

The commission found that Na- 
thaniel Friedman, who traded as 
Consumer's Research Service and 
Consumer's Report Service at 223 
W. Jackson Blvd., Chicago, had set 
himself up as an automotive expert 
qualified to render authoritative 
opinions on the merits of automo- 
biles and that he maintained in 
connection with his business a staff 
of experts or engineers. 


Claimed Poll Tests 


He also maintained, according to 
the FTC, that his publications were 
dedicated to the service of the pub- 
lic, and that the purported informa- 
tion set forth in them was impartial 
and based upon results obtained 
from nation-wide polls of automo- 
bile owners. All of these claims, 


the commission found, were untrue. 

The cease and desist order also 
forbade Mr. Friedman’s use of the 
word “consumer” or “consumers” as 
part of his trade name or as part 
of the title of his publications, or 
otherwise representing that he has 
any connection with Consumers’ 
Research, Inc., of Washington, N. J., 
or that his publications are pub- 
lished by that corporation. 

Mr. Friedman was further or- 
dered to cease representing that his 
reports were copyrighted and that 
his business is anything other than 
a commercial enterprise. 


Publishes Global Atlas 


World Publishing Company, 
Cleveland and New York, has pub- 
lished a new “Global Atlas of the 
World At War,” to sell for 25 cents. 


The new atlas presents a plane’s- | 


eye view of geography, with four- 
color hemispherical maps, based on 
polar projections by Matthew - 
Northrup cartographers, showing air 
distances and actual geographical 
relations by land, air and sea. The 


atlas will be promoted by advertis- | 


ing in leading newspapers and news 
magazines. 


Names Maxon | 


Weatherhead Company, Cleve- 
land, maker of fitting and flexible 
hose, has appointed Maxon, Inc., 
Detroit, as its agency. 


Salutes ‘Four Freedoms’ 

Current newspaper advertising of 
Red Top beer, a product of Red Top 
Brewing Company, Cincinnati, sa- 
lutes the “Four Freedoms” of the 
Atlantic Charter. Special three- 
column copy, depicting the May- 
flower, sums up the first eleven 
months of the war effort in terms 
of those freedoms, and concludes 
that this is indeed “a day for real 
Thanksgiving.” Jesse M. Joseph 
Advertising Agency, Cincinnati, 
handles the account. 


To Grace & Bement 

Grace & Bement, Detroit, has 
been appointed by Briggs Mfg. 
Company, Detroit, to handle adver- 
tising of aircraft parts and as- 
semblies. 


Stuhler to General Foods 

| William R. Stuhler has joined the 
|advertising staff of General Foods 
| Corporation, New York, and will 
| work with Charles G. Mortimer Jr., 
'general advertising manager, on 


|radio advertising. 


THE WORLD'S BEST SPORTS WRITERS 


_- BEST SPORTS READERS 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


As men fade out of the picture 


U15 FRONT AND Qe CENTER FOR eR ! 


SHE'S the buyer-in-chief in 


today’s radically changing mar- 


ket—and sharing the spotlight with her are 


those magazines edited to meet her special needs 


women’s service books. 


For in recent months, women have been needing and using these 


magazines so much there has been a 4-to-1 wartime gain in high 


readership, as compared with 1940. 


During the war period Companion circulation has mounted to an 
all-time peak. Proof, if proof is needed, that the Companion today 
more than ever is edited to the most vital requirements of the 
home-maker at war. 


So concentrate your advertising on the woman. Never before has 


so much buying responsibility been concentrated 


there. It follows that she will welcome your sugges- Momus ,/ a 


tions on ways to perform in her important wartime 


role. Now's your big chance to win her favor, not 


only for today’s merchandise—but for your post-war 


produc ts as well! 


Wartime 
women 
And in the 


from “We 


4 


Behind the 


how to kee 


We 


war, 


consecutive 


el 


UNDERSTANDING 


want 


measure, T 


» Lines 


dramatize 
changes due 


adventure into cooking 


target. Ready 


HOME FRONT TACTICS 


THAT WIN! 
“how-to-do” is) what 
and need most. 


January issue, Com- 


panion readers get it in full 


here's everything 


Visit the WAACS.” 


to an article on nursing which 
gives practical advice to help 


offset the nurse shortage. “Girl 


tells girls 


p their good looks 
while they're helping to win the 


menu 
to shortages — bring 
in two 


double spreads. We 


think this issue is right on the 


aim fire! 


ompanion 


WOMEN IS OUR FULL-TIME 103 
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Female Milkmen 
Make Appearance | 


with a rack full of lacteal fluid, the 
|copy quoted comments from five 


other novices, in each case giving 


Soap Operas on 


: CHARTS SHOW DECLINE OF SOAP OPERAS 


DAYTIME SERIAL DRAMA MONTHLY AVERAGE RATING TRENDS 


“Do, re mi” is what merchants ex- 
pect and get in the rich, populous 
twin markets of Houston and Cor- 
pus Christi— served by twin sta- 
tions KXYZ and KRIS. You see, the 
“Twins” feature many leading net- 
work shows as well as the better 
Texas -originated programs. Such 
program excellence has garnered 
for the “Twins” a tremendous fol- 


merchants like! 


lowing . . . and it's this intense 
listenership which assures local 
merchants of lucrative sales on na- 
tional products advertised over 
KXYZ and KRIS. 


Today. let us prove to you what 
KXYZ. Houston. and KRIS, Corpus 
Christi, can do to up your sales in 
Texas’ two fastest growing metro- 
politan cities. 


CORPUS CHRISTI — NBC RED, BLUE, MUTUAL AND 


lly by the 8 h 


Compony 


Pa 


tne 


the summer until October when, de- 
spite the greater number of people 
staying home, they fell below the 
1941 level 

But the summer jump was not a 
new interest in serials, for although 
the May to October ratings were up 
13°, over the average rating for the 
same months in 1941, the average of 
all other sponsored programs during 
the like period was up 44%. 

The remedy, Hooper's aide be- 
lieves, is to re-formula the serial 
Research is indicated, he said, to 
determine the psychological needs 
of the audience today, and serials 
must be readjusted to suit them 

Much of the material in Dr 
Chappell’s speech will be used in a 
forthcoming book called “Radio Re- 
search in 1943” by Lazarsfeld and 
Stanton, to be published by Duell, 
Sloan & Pearce. 


Transfers Julian 


Tradepress Publishing Corpora- 
tion, Chicago, has transferred Clin- 
ton B. Julian, for the past nine 
years in the circulation department 
of American Hairdresser, to the ad- 
vertising department in Chicago, 
where he will handle the central] 


States territory. 
i 


iat 


>> COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


Rigs 
as 


ae ‘a ate 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


name and address, to prove that . JANUARY 1940 - OCTOBER 1942 BI 
. . . delivering milk is a scientific, inter- Decline Hoo er 10 : 1 ' 1 
In Philadelphia esting and pleasant pastime, as well rT] ‘~ ~ 
’ : ae ¢ . ; ic ~ j i * € 
Philadelphia, Nov. 25.—The milk-| “5 @ noi contribution to the P . \ \ wan 
man of yesteryear—the none-too- = elort. i te i Aide Warns Radio os Xx will 
gentle lad with the reputation for Right now the irst group “A ro F ~~’ m 
making the welkin ring at 4:30 or | the midst of its Mey: a 4 S, we 
: > copy aine “It is studying | f \s se 
5 a. m.—may shortly disappear | the copy explained. ois . a A‘ J 
from the Philadelphia ae asthe nutritional values of milk, Still Tuned to the \ ~~ a2 Roal 
2 ae «| Jearni ! keep accounts, ' ' * al over 
women take over another new war-| learning how to : ‘ , oN 
ko neld eae ’ being taught tested methods for Frustrated 30 $s; \ ‘ / & 4 Feat 
¥ calli airy . . 33> T a 
Supplee-Wills-Jones Milk Com-| Selling dairy products. New Formula Needed / ‘ ew" 
pany, one of this city’s leading dis-| “When these gy tee aa f—/ + r 
tributors, introduced its new route- | #8signed to a regular route of cus-| New York, Nov. 23.—The “soap / | 
saleswomen officially last week with | tomers, they'll have the opportunity opera,” favorite whipping-boy of °°! the 
600-line advertisements designed to|t® €arn more money. And they Will women’s clubs, came in for grim . will 
perform the double function of pre- | b€ Making a real contribution to the words last week, but not from the _ ' 
paring its customers for their ap-| 4" effort. _... sources usually credited with such  **' | t — el —— 
pearance and of recruiting addi-| 4 ox explained that presi oo criticism. 194! SI 
tional “milk women” for its routes. | "8 ite | eg ese ae siiee From Dr. Matthew N. Chappell, its I 
Headed with a picture of a comely suggested tha = you wou K€ | consultant to C. E. Hooper, Inc., ao ; ! : ; . . - effec 
’ cj ' 2s S : ’ _ APR MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC 
lady about to dismount from a truck | look into the possibilities of thi: Hooper subscribers heard that radio = = = Ale? 
new field, let's talk it over daytime serials are attuned to the The decline of serial listening ratings is shown in this chart. The serials were in I 
ae ‘psychological frustrations of the — given new life by tire and gasoline restrictions this summer, but by October it was pres 
To Speak at Annual 30's: that they are out of step with evident that listening ratings would hit a lower level than in either 1941 or 1940 The 
‘ an ’ s the present aggressive times; and thro 
| : ope Panag wd director, | “t “if the radio industry wants to DAYTIME SERIAL DRAMA MONTHLY LISTENER - HOUR INDEX TRENDS es 
oseph L. weiner, deputy) ‘| save the problem child, it had bet- JANUARY 1940 . OCTOBER 1942 Don 
1 ° WPB Office of Civilian Supply, and ter call the doctor now. because it p ‘ a ee ay eee cour 
/2 Million Peo- head of the government’s committee | -~". ~“ Aer tics , er yl T T T 
‘ on concentration of production in| !* 1D @ Dad Way. east | | 
ple in North- industry, will address the annual The basis of the sudden falling- C 
. meeting of the American Standards | off, Dr. Chappell believes, can be ci 
eastern Wiscon- Association, Dec. 11, at the Hotel! traced to the fact that the formula the 
e Astor, New York. for serials demands that the char- Air’ 
sin Listen Nearly Also scheduled to speak at the acters be portrayed in a Hardy-esque addi 
° ‘ meeting are R. E. Zimmerman, vice- battle against fate, in which fate na 
60% of the Time president of U. S. Steel Corporation continually has the upper hand. Nov 
and president of the ASA; and H.S.| ,,.. Ps 2 : beg 
The re) | Bi Osborne, chairman of the Standard This fitted well in the pattern of the 
— S , chi i Standards ities Slhn aati E pheniienaiticaiel orof 
—y 'g Council. Announcement will be ae rd Mapa : the gna sie 
i ; H made of officers for the ensuine an le “system had a goodly por- 
Station in This year. tion of the populace completely “9 
i _ groggy. Convinced that they couldn't whoa] 
R ch Area. No Other I Bla kout Booklet win, the listeners were interested in EW 
CBs Station can be ues ' Cc tical characters caught in similar posi- pan 
A booklet suggesting practical, tjgnce 
inexpensive methods of controlling 
Heard Regularly. commercial lighting during black- Frustration Disappears "te 
outs has been issued by Common- In 1942. } t) ' ‘if ren 
wealth Edison Company, Chicago. nN 1l94e, however, the story ts ail- 200 : or’s 
warts Its purpose is to help Chicago mer- ferent. Employment and_ payrolls a SO 6B 8 eel ee eee Cl jor 
chants comply with the city’s new are up—and frustration is out of In this chart, the decline of listening hours—despite the 1942 summer impetus— Mor 
eee ool wartime ordinance requiring that the window. The serial formula re- is clearly revealed. Only during May did listening hours reach 1941 or 1940 10:¢ 
all lights visible from outside be mains the same, and its ratings are levels. The charts were prepared by C. E. Hooper, Inc. rep. 
QGREEN BAY. Wi cei - ager five —a after clipping badly in comparison with rs 
’ sconsin le first air raid siren sounds. those of other programs P . — 
‘ ams. | Hos 
So badly are the serials slipping Kruwell Joins Hahne Names Representative ‘ pa 
rf yr }. Kr Hl. display advertis-| Screw Machine Publishing Com- age! 
that, despite the helps of rationing H. G. Kruwell, display adverti: 
oe : ; ag manager of the Nevada Evening |pany, Rochester, N. Y., has ap- 
i travel curtailment. which kept !98 Manage! of the Nevada Evening J “ 
Sow One ’ I | . has resigned to be-| pointed Macintyre & Simpson, 
more people at home during the Journal, Reno, has resigned to be ij fal thet 
mn Ae “ ‘H - Gmare “a * come layout man in the advertising Chicago, as Midwest advertising S 
past summer, Sooper Ggures show department of Fred A. Hahne Print- |representative of Screw Machin We: 
b the following losses in listening jing Company, Webster City, Ia.., Engineering. pan 
: %, hours for daytime programs In COM= publisher of the Aberdeen Angus | mo 
™ parison with the like months in Journal. Vv CE hal! 
| | 1940: July down 21%, August down ~—- MAILING SER | sho 
we | 20% September down 20% and | 
hl ioctl hall : ‘ , weERe ‘ the 
B | October down 22% Joins Lee-Stockman Multigraphing — Filling-in : 
¥ Mr. Chappell explained that aver- Earl Schack, formerly direct mai! Address: — ndilins its | 
© age monthly ratings for daytime specialist for Ketterlinus Litho| * Seen ane rays for 
* serials were lower in 1941 than in Company, Philadelphia, has been 
1940 in nine months and higher in @Ppointed production manager of | THE LETTER SHOP, Inc. % 
‘ : 22.5 ele F ’ sar Vark . , tt} ) 
, three. One of the latter months was Lee-Stockman, Inc., New York. 440 S. Dearborn St. Wabash mt 
December, when, immediately after Par 
Pearl Harbor, radio listening to all and 
iypes of programs took a marked ; & FE 
rise. Serial ratings for 1942 started A ' 
the year well below the 1940 and Joi 
‘41 levels and remained down until ‘ 1 
May when, as a result of restric- T H R ‘ Pr 
tions in travel and greater numbers em 
of people staying at home, ratings Yor 
took a major jump. These higher DEALE R-CON ME dy 
t 7 ~ ke sic ‘atings were obtained tl hout — 
e twin ma musi ratings we obtainec iroughou ; . a 


a lg oy 2 ae c= ~ 
st f : ya oe eae x Fe Tks, te ea i ate, ike Pras he She i ae “ e, yah eget i Day 
‘ i= a " “4 " * a a a tee ahs im ee: Fs ere & 4 ; “9 
, i * * 
Re ieee 
9 - eS ——_-—-——_ }-~— 
a | ee Le 
a ° 
Inia ap eal 
ang . 
be. 
Be 
et oe a 
ig " 
2 cx 
.* 
- 
oe : 
ee 
“a 
; ee 
i = = 
- 
a as ; 
p. er: % 
- 
: fie 
a 
ty 
3 e cee 
+ 
aj ‘ iy . 
a a 
re | 
alee 
ee. 
_—. = 
= 
-. 
‘ 
ne _ 
—" 
é a 
a a 
ee oe te , 
— © Represented Noi cE 0 
a pee * ~ ewe % 
Loe ’ Tw — , i , 
“ig Sas i ey 
mer Y ah ~ sae - 7 . td ad % 
al | ba — w 
oN pameate NX : out 
. ie & bia Hi he Eo A ae Oye id ‘ 4 spe see: Ne De ing”. 5 aor Debt Boat: BS ee Vireo gee re | ea eA as Be ow eA ee ne + iad MU ae ee ¥. ae oh ae 2, a cs BP Se < Fd , net wK 3 
er + al" eo pe ig bar “h a ; ed er aan Ee et om A a ol Le ) og a OS Pees oar Poo gae ee - 


November 30, 1942 


5 el cities — aie “ ah 
LL aN ae «ie (eh are Bae: ae Aa die ies 


y Re 


ADVERTISING AGE 


Leo the Lion 
to Roar Over 
Blue Network 


New York, Nov. 23.—Metro-Gold- 
wyn- Mayer Pictures Corporation 
will become the first motion picture 
company to sponsor a network radio 
series when it launches “The Lion’s 
Roar,” a five-minute comedy show, 
over the Blue Network Nov. 30. 
Featuring Colonel Stoopnagle, the 
broadcast will be aired at 7 p. m., 
EWT, Mondays through Fridays on 
54 Blue outlets. Donahue & Coe is 
the agency. Formal commercials 
will not be used. 


Skelly Oil Renews 


Skelly Oil Company has renewed 
its newscasts over 21 NBC stations 
effective Dec. 14, at which time 
Alex Dreier, an NBC representative 
in London, will replace the show’s 


| 


present commentator, Clifton Utley. | 
The program will be heard Mondays | 


through Fridays, from 8 to 8:15 
p. m., EWT. Henri, Hurst & Mc- 
Donald, Chicago, handles the ac- 
count. 


Coca-Cola Renews “Pause” 


Coca-Cola Company has renewed | 


the “Pause That Refreshes on the 


Air” over the full CBS network, in| 


addition to scheduling CBS stations 
in Honolulu and Hilo, effective 
Nov. 29. The 


program’s third consecutive year on 
Columbia. The show, featuring 
Andre Kostelanetz and his orches- 
tra, is aired Sundays, 4:30 to 5 p. m., 
EWT. D’Arcy Advertising Com- 
pany, St. Louis, is the agency. 
Continental Continues 


Continental Baking Company has 
renewed its serial drama, “Bachel- 
or’s Children,” beginning Nov. 30, 
over CBS. The program is aired 
Mondays through Fridays from 
10:45 to 11 a. m., EWT, with a 
repeat at 3:45 p. m. over 45 CBS 
stations for Wonder bread and 
Hostess cake. Ted Bates, Inc., is the 
agency. 

Westinghouse Returns 

Shortly after the first of the year, 
Westinghouse Electric & Mfg. Com- 
pany will return to the air—after 
more than a year’s absence—with a 
half-hour Sunday afternoon musical 
show over NBC. Probability is that 
the University of Chicago Round 
Table program will be shifted from 
its 2:30 to 3 p. m. spot to make room 
for the new show. 

Tentative cast for the Westing- 
house series includes John Charles 
Thomas, John Nesbitt’s “Passing 
Parade,” Mark Warnow’s orchestra 
and a Lynn Murray chorus. Young 
& Rubicam is the agency. 


Joins ‘Woman's Day’ 
Arthur R. Anderson, formerly 
vice-president in charge of new 
business at Marschalk & Pratt, New 
York, has joined the advertising 
staff of Woman's Day. New York. 


——_a— ; 

Did you miss 
WILLKIE? 
MURPHY ? 


-BENNY? 


In Person 


on the NEW 
MARCH oF TIME 


Sponsored by the Editors of 


TIME 


The Weekly Wewsmagazine 


renewal marks the’ 
beginning of the sponsor’s and the | 


as “Today’s meals make tomorrow's 
/men,” and “Food is fuel for vic- 
|tory.” The campaign is the first by 
/any candy company to be submitted 


Theme Keyed to 
Nutrition Drive —— 


Chicago, Nov. 24.—An advertising | 
campaign calculated to emphasize 
candy’s role in the nutrition effort 
was unleashed this week by Curtiss | 
Candy Company. In four-color copy, 
the company carries the national 
nutrition rules as prescribed by the | 
Office of Defense Health and Wel-| 
fare Services, and stresses the com- 
pany’s Baby Ruth candy bar as an 


Curtiss’ Copy 


Breaks in Newspaper 


| The campaign broke with black- 
and-white copy last weekend in the 
New York Herald Tribune. Similar 
advertising copy, in color, will ap- 


ican Weekly, Capper’s 
Collier’s, Country Gentleman, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall's, Parade, Parents’ 
excellent supplementary energy| Magazine, The Saturday Evening 
food. Post, Successful Farming and Wo- 

Portraying youngsters at play, the| man’s Home Companion. Black- 
home, farm and industry fronts, the | and-white advertisements are also 
copy is sparked by such headlines | slated for business papers. 


| pear in American Home, The Amer- | 
Farmer, 


The company is keyed into the 
campaign with the box which ex- 
plains, “This advertisement con- 
tributed in the interest of the na- 
tional nutrition program by the 
Curtiss Candy Company,” and by a 
large Baby Ruth bar reproduced in 
the lower lefthand corner. 

Cc. L. Miller Company 
agency. 


is the 


Ayer Changes Staff 


N. W. Ayer & Son, Philadelphia, 
has appointed Alexander Gaddess 
and Plummer Whipple to its public 
relations staff. Mr. Gaddess was 


formerly publicity director for Ivey | 


& Ellington, Philadelphia. Mr. Whip- 
ple returns to Ayer after a three- 
year absence during which he con- 
ducted his own public relations 
office. 


ANPA Publishes 


Second Supplement 


The second supplement to “Ad- 
vertising Goes to War,” published 
last July, has been issued by the 
3ureau of Advertising of American 
Newspaper Publishers Association, 
|New York. 
| Contents of the latest supplement 
include the institutional campaign 
by 12 eastern railroads; H. J. Heinz 
| Company’s 12-page cookbook, issued 
in four consecutive half-pages; 
Nash-Kelvinator’s “first report on 
| the Navy’s cargo carriers”; the edu- 
cational campaign on the hard coal 
supply by the Anthracite Industry; 
Newspapers United Metal Scrap 
Drive; General Motors’ report on its 
| war production; and other national 
|war-theme, retail war-theme, and 
‘straight product advertisements. 


i. 
WASHINGTON 


pipt TORACCO 


IRACLE of the modern army, this package of power whips 
around fast and easily. Outpulls anything its weight. Gets 
into places where nothing else can. Has compactness, 


studded with a toughness and efficiency which is equalled only by 
its surprisingly low production cost and upkeep. 


Yes Sir! The Jeep's got what it takes and no parade today is com- 


plete without one. 


There is a parallel in this for advertisers selling through retail 
stores. There is a great need for a new kind of hard-hitting weapon 
to meet the conditions of today. Manufacturers are looking for an 
answer to the problems created by smaller sales forces; less store 
help; consumer switches from one store to another; and the flagrant 
product substitution which is going on everywhere. 


There's need for something that will maintain that precious 
product identification and profitable volume in those bigger mar- 
kets which advertisers have worked so hard and long to establish. 


To fill that need, many agency 


men and advertisers are using 


Criterion as war-time advertising. It is compact, hard-hitting, and 


able to get into places where other 


media simply cannot get today. 


We mean down in the naborhood shopping centers—the real battle- 
ground of retailing where 857 of the family’s time is spent and 


where 857 of the products bought 


at retail are purchased. 


Criterion displays are like giant colored magazine pages in a 
picture magazine, 52 square feet in size, that are placed on the 
busiest corners of these naborhood retail shopping centers. They 


dramatically influence the customers of all stores—independents, 


chains or supers—also the dealers and their clerks. 


The cost is low—11¢ per day per display or less than é¢ per thou- 
sand circulation (as per Starch Survey). 


In cooperation with advertising agencies all over the country, 


Criterion is doing front-line fighting for many leading advertisers 


such as H. J. Heinz, Ralston-Purina, 


Pillsbury, R. J. Reynolds, Inter- 


national Salt, J. L. Prescott, Anheuser-Busch, Wm, Wrigley, Corn 


Products, Lever Bros. 


Telephone, wire or mail us the name of a market, markets or part 


of a market in which you might have interest and we will send you 


complete Criterion facts and case histories without obligation, 


CRITERION ADVERT 


NEW YORK 


CHICAGO 


ISING CO., INC. 


BOSTON 
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Issues Children’s Section 


The San Francisco Chronicle pub- 
lished its annual Children’s Book 
Week section on Nov. 15. The 20- 
page supplement carried reviews 
and illustrations from current books, 
plus advertisements of the major 
book publishers. 


To ‘American Legion’ 
Hazen P. Spinney has_ joined 


American Legion, New York, as a| 


member of the eastern advertising 
sales staff. He was formerly with 
The American Weekly, New York. 


BBDO Morale Guide 
fo Aid Clients’ 
Production Output 


y VERN 


Government 
says “reason- 
able” advertis- 
ing expenditures 
will be allowed, 
Grab your 
Brad - Vern 
Reports, boys! 


a 7 There'll be more 
: My. than one con- 
#s ‘ ey troversy in this 


earload! 


VERNON H. VAN DIVER, JR. 


WHAT IS a “reasonable” budget? 
It’s a question both management 
and government will ask. 


WITH Brad-Vern ‘41 and “42 Re- 
port Books ($12.50 each) it’s duck 
soup to compare your expenditure 
with any of 25,000 other advertisers 
who use business papers. 


LOOKS LIKE ['ll be sold out soon, 
so if you need these Report Books 
send your order now to: The BRAD- 
VERN Company, 135-21) Union 
Turnpike, Flushing, N. Y. 


NAIL THE FACTS’ WITH BRAD-VERN, 


New York, Nov. 25.—Emphasiz- | 
ing the degree to which the services 
of advertising agencies are being | 
enlisted in their clients’ employe re- 

|lations program, Batten, Barton, 
Durstine & Osborn this week} 

| released a morale guide, listing 101 

| ways to put more fight into the pro- | 

| duction front. 

Copy points out that morale can- | 
|not be manufactured by automatic 
| machinery nor can the problems be 
| solved by a single formula. The ex- 
|perience of 90 companies is sum-| 
|marized along with the morale | 
| building program issued by the War | 
| Production Board. 


Includes New Ideas 

Several of the ideas enumerated 

are already in use while others are 
comparatively new. Included are 
| suggestions to: Print war production 
| messages on all drinking cups, pa- 
| per napkins and match books; name 
_ work aisles “Burma Road,” ‘Mac- 
Arthur Avenue,” “Algiers,”  etc.; | 
have pay envelopes imprinted with | 
such slogans as “Keep up the ‘E’ 
| work”; award a monthly medal for | 
non-absentees; display proofs of all} 
company advertisements, particu- | 
|larly those of an institutional na-| 
|ture; and show news pictorials of 
| war events in other’ important} 
plants. 

In connection with one of the 
plans stressed, Col. A. Robert Gins- 
burgh, U. S. Army, has toured many 
defense plants and talked to work- 
ers on the importance of “sticking 
to their jobs,’ reporting for work 
daily, and their place in the war ef- 
| fort. 
| As an adjunct to its morale man- | 
| ual, BBDO is using a book entitled, | 


IND OF FULL... 


fighting borces — ot the 


© leu rwmenn radeon, generators plait parts omd 
keg hing eqaipmens for bomber and pghiers 


HERE IS ONONDAGA COUNTY'S ANSWER .... 


UNITED WAR FUND 


OF ONONDAGA COUNTY 


Every || minutes— 


Here ore o few of the Westinghouse wor materials being shipped to Amenco s 


SCORE HIGH MARKS IN NEWSPAPER ADVERTISING READERSHIP 
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... making Electricity work for Victory 


These two advertisements, taken from the same issue of the Syracuse Herald-Journal, hit high spots in reader interest, as 
measured by the Advertising Research Foundation in its continuing study of newspaper readership. 


“How to Think UP,” by Alex F. 
Osborn, executive vice-president of 
the agency, recently published by 
McGraw-Hill Book Company. 


To Vladimir & Co. 

Irwin Vladimir & Co., New York, 
has been appointed agency to direct 
export advertising for Trans-Pac 
Services, Inc., New York, manufac- 


turer and distributor of Ceregen | 


tonic, Oca Pink Ovals and Cuajani 
Jordan cough syrup. 
Quinn is account executive. 


“The cole cs 
ey 

ne block but b 
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Write for your copy of "A Bifocal Look at 


the Building Market" —our new book of 


facts_and figures about the current and 


future building market. 


PENCIL POINTS 


REINHOLD PUBLISHING CORPORATION + 330 WEST 42nd STREET, NEW YORK 


War Theme Ads 
Hit New Peaks in 
Copy Readership 


ful punch packed by advertising 


theme was underlined today when 
{the Advertising Research Founda- 
tion released the 53rd report in its 
continuing study of newspaper read- 
ership, revealing new peaks of 
interest for two advertisements in 
the Oct. 8 issue of the Syracuse 
Herald-Journal. 

A full-page appeal by the Onon- 


daga County United War Fund re- | 


ceived the second highest reader- 
ship of any advertisement, local or 
national, thus far encountered in 
the continuing study. Read by 82% 
of men and women, the layout por- 
trayed a sailor about to load a shell, 
with the caption, “I’ve Got My 
Hands Kind of Full... Will you 
look after things at home?” 

In the same issue of the Syracuse 
paper, a 


New York, Nov. 27.—The power- | 


1,350-line Westinghouse | 


war products advertisement, en- 
titled, “Every 11 Minutes .. .’, at- 
_tained the highest rating with men 
|readers measured to date. Forty- 
three per cent of the male audience 
;read some of the copy. The layout 
contained six illustrative blocks, 
|each showing some of the materials 
| being produced in the company’s 
| plants. 


Pillsbury Rates High 
Pillsbury Flour’s 326-line adver- 


Thomas. M. | COPY geared to a well-conceived war | tisement, featuring recipes for mak- 


| ing meat go farther, stopped 29% of 
women readers. Eighty-six per cent 
|of those who saw the ad read the 
recipe’s details. 
| A Fels-Naptha 102-line advertise- 
;}ment, appearing in the comic sec- 
|tion, recorded a new high of 118 
|in the continuing study index, the 
| peak for feminine readership of any 
|national copy recorded since the 
| project got under way. 


Quality Readership PLUS 
Quality Advertising Means That: 


SHOULD BE ON -YOUR SCHEDULE 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


] 

| Reaching over 800,000 leaders of American opinion in 10,000 
cities and towns all over the country, this section offers an 
| unusual opportunity for advertisers who hove a story to tell of 


| wor accomplishment. Get the 
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HOW AGOUT IT NOW, 
MR. SCHICKLGRUBER? 


The promises of American in- 
dustry couldn't be carried ovt 
in a “soft” democracy, they 
said. Read the record as it wi!! 
be pulled together for the first 
time in 


— AN INVENTORY” 


A SPECIAL SECTION IN 
THE NEW YORK TIMES 
SUNDAY, JANUARY 3, 1943 


details today! 


AMERICAN INDUSTRY AT WAR 
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Private Lines 


Underwriting of the Advertising; they are needed, over the govern- 
Council’s proposed $2,000,000 auto-| ment’s signature, might not do the 
motive conservation campaign, to! job better than the present flood of 
be sponsored jointly by OPA, WPB, | six-point orders. Chief hurdle is 
ODT, and the Office of the Pe-| not Price Administrator Leon Hen- 
troleum Coordinator for War, will} dgerson, but his deputy chief, Bob 
be on the dotted line within a few) porton. 
days. Automobile manufacturers, * * 
tire makers and oil companies are 
involved. 


Ba 


There seems to be no more hardy 
optimist than a_ bred-in-the-bone 
resort man. With transportation 
difficulties and nationwide gasoline 
rationing staring them in the face, 
| the State of Maine Hotel Associa- 
|tion’s resort section decided at a 


* * * 


If the present voluntary drives to 
get metropolitan retailers to share 
their delivery services don’t suc- 
ceed, the Office of Defense Trans- 
portation may turn to compulsory 
pooling early in 1943. 


'recent convention that they 


would | 60,000 sets daily require one or 
carry on for '43, start their promo-| more replacement tubes. In addi- 
tional work, and make a real effort | tion to allocating such materials as 
to sell the public on a Maine vaca- are available for replacements, the 
tion. In resorts as in politics, theo- government is considering a broad 
retically, “as Maine goes, so gues the informational program to encourage 
nation. conservation, and to prevent dis- 
carding of any tubes until they 
have served to the fullest. 


One of the most critical problems 
now facing the WPB is development 
of a program for replacing tubes in 
the nation’s home receiving sets. 
Military demands for tungsten and F 
other critical metals used will in- 
crease greatly during the coming 
year. Both the Federal Communi- 
cations Commission and the Office 
of War Information are anxious to 
maintain the number of receivers 
in operating order at maximum 
level. It is estimated that some 


Griffin to Compton 

rank Griffin, who handled the 
Socony-Vaccuum account in J. Stirl- 
ing Getchell’s office in New York, 
has joined Compton Advertising 
following the account's shift to 
Compton, as predicted in ADVER- 
TISING AGE Nov. 23. L. O. Holm- 
berg, Getchell’s Chicago manager, 
will continue to work on the ac- 
count in the new setup. 


New Company Set Up 
Fibro Container Corporation, with 
offices and factory at 510 First Ave., 
N., Minneapolis, has been formed to 
manufacture containers for indus- 
trial use, supplanting metal con- 
tainers. Present plans include 
manufacture of heavy fiber contain- 
ers in sizes of one gallon and larger, 


for the packaging of pastes, paints, 
greases, oils, printing inks, pitch 
and other similar products. The 


company is also experimenting with 
containers for ammunition shipment 
and other special needs. 


Erwin, Wasey Moves 

Erwin, Wasey & Co., has moved 
its Minneapolis offices from 500 
Midland Bank building to 2500 Rand 
Tower. 


* * * 

Allotments by financial advertis- 
ers to sell Treasury notes direct to 
the public may result from current | 
discussions between the Treasury | 
and the Advertising Council.) 
Although the Treasury is not ex-| 
pected to return to a paid adv ertis- | 
ing policy, such as that it followed | 
before the outbreak of the war 


yar, its | 
bureau of internal revenue will not 
object to “reasonable” expenditures 
by the banking and _ investment a a 
houses to help sell the short-term 


Treasury notes. Although the banks 
and investment houses make no 
profit on the government issues, it 
is suggested by advertising propo- 
nents that leads developed on the 
government-issue advertising may 
be sold other bonds and stocks. 
ok a * 


Prestige of the Wall street and 
LaSalle street firms, which has suf- 
fered much during the reign of the | 
Securities Exchange Commission, | 
may be partly rebuilt by association | 
with the name of the United States | 
Treasury in advertising. | 

* * & 

Hard-headed realists in the OPA | 
and the Department of Commerce | 
don’t expect to reform our distribu- | 
tion system overnight through the | 
“Retailers Economy for Victory 
Plan,” reported elsewhere in this 
issue of ADVERTISING AGE. They do 
expect, however, to have an “I told 
you type of answer to fire back | 
at the retailer who complains that | 
he is being squeezed out of business | 


is WFBR. 


” 
50 


by price ceilings. “Go back and 
make the reforms we _ suggested,” 
will be the answer, “or else go out 


” 


of business. 
ce * + 
Despite the grim prospect of ra- 
tioning, the American Dairy Asso- 
ciation—already banging away in 
magazines—has an outdoor promo- 
tion for all dairy products set up | 
and ready to go. 
* * + 


| 

Sentiment for limited gov ‘ernment | 
advertising, especially in business | 
papers, is growing—of all places— | 
in the OPA. Some of the higher- | 
ups, faced with surveys that show | 
how little consumers and small re- 
tailers know about price control | 
and rationing are asking whether | 
direct messages, when and where 


Whose trade mark is this? 


If vou’ll write Collins, Miller 
& Hutchings, Inc., Photo- 
en sravers, 207 N. Michigan 
Ave., or phone FRAnklin 
854, we will tell you. 


Those boys KNOW what they’re 
shooting at! And smart radio ad- 
vertisers have learned they can AIM 
... FIRE...and HIT their market 
targets just as surely as the man be- 


hind the gun. No waste... no misses. 


Consider Baltimore... 
try’s 6th largest city. Do you know how 
sales costs can be reduced? The answer 


The station that covers the Baltimore trad- 


ing area without waste. 


1. WFBR does not try to cover the surround- 
ing states of Virginia, West Virginia, 
New Jersey, Pennsylvania or Delaware. 


Our job is the Baltimore market. 


woo amon WEBR 


NATIONAL REPRESENTATIVE: 


ers of their own. 


. today the coun- 


them in.. 


in Baltimore. 


JOHN BLAIR 


AIM... FIRE 


We're under the impression that radio sta- 


tions in those scattered states have loyal listen- 


2. WFBR uses the electrical power that 
gives a magnificently clear signal DAY and 
NIGHT. There are no dead spots. 


3. WEBR is the station Baltimore people 
have depended on for years. It has a 
station loyalty of listeners that has 
brought one half million people out 


of their homes into our studios. 


\ If you want people to hear about 
\ your products in the town you sell 
. WFBR is your buy 


BALTIMORE 


& CoO. 


rHoTO BY ACMP 
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. extra clothes and home furnish-| lines, including dropping of un- 
OPA Retail Plan ings.) necessary sizes and varieties. 


Includes Reforms 
in Distribution 


(Continued from Page 1) 


of advertising except “point-of- 
sale” displays owned by retailers, it 
will have far-reaching effects on the 
pattern of retail newspaper adver- 
tising, and result in some curtail- 
ment of retaii advertising of such 
special promotional events as style 
shows, exhibitions and holiday sales. 

The order signed by Mr. Hender- 
son permits curtailment or discon- 
tinuance of the following: 

Deliveries which must be elimi- 
nated, changed or curtailed to com- 
ply with regulations of the Office of 
Defense Transportation. 

Deliveries of packages which rea- 
sonably can be carried by the con- 
sumer. (To protect the consumer, 
elimination of non-carryable pack- 
ages must be accompanied by a 
ceiling price reduction correspond- 
ing with the net cost to the con- 


sumer of delivery by usual and 
reasonable method of transporta- 
tion.) 

Sales on approval. (Especially 


New A.C.A. Directory 


READY IN DECEMBER 


A quarterly pub- 
lication showing 
the work of free 
lance artists, to- 
gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW! on, 5320 rw 


four valuable copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 840 NORTH MICHIGAN AVE. CHICAGO, ILL. 


Gift wrapping and gift packaging. 


(May be discontinued after 1942 


Christmas stocks of wrapping mate- 
rials are depleted.) 

Lay-away and will-call privileges. 
(The standards of retail practice 


suggest a minimum down payment 


of one dollar or 10% of the pur- 
chase price, or any other limita- 
tions necessary to prevent abuse.) 
Free telephone calls. (Elimina- 
tion of the practice of reversing 
charges on toll calls common in 
large metropolitan departmen*t 
stores serving suburban areas.) 
Special promotional expenditures. 
(The standards of practice specifi- 
cally recommend a 50% reduction 


devices as 
style shows, 


promotional 
decorations, 
tions, etc.) 


holiday 
exhibi- 


Special Copy Permitted 


The latter recommendation does 
not apply to advertising or promo- 
tional or educational programs di- 
rectly connected with the war 


control education, or education 

consumers concerning 

wartime economies. 
The plan includes a long-range 


of 
necessary 


program of education to aid retail- 
ers in eliminating wastes through 
| better management. This program 
| will be carried out through wartime 
business clinics conducted jointly 
by the Department of Commerce 
and the OPA. 


The most important retail man- 
agement recommendations come 
under the general heading of 


“Adopting Your Pattern of Opera- 
tion to Changed Conditions.” 
Included are a change to self- 
service operation wherever feasible; 
standardization of sizes to permit 
reduced inventory and fewer re- 
turns and to facilitate the use 
of untrained employes: extension 
of informative labeling to give full 
information on quality, care and use 
of goods, and to make self-service 
|} easier, reduce returns and reduce 
|inventories; and simplification of 


Under the broad heading of ‘De- 
velop Consolidated Services,” the | 
OPA and Department of Commerce | 
urge retailers to pool deliveries, and 
to take aggressive steps for organ-| 
izing pools where no consolidated | 
services are available. This move | 


,may be followed by an ODT order | 


| would indicate a speeding up of the 
'trend to cooperative wholesaling in 


| cooperating retailers. 
in 1941 expenditures for such purely | 


| adjustment 


effort, such as sales of bonds, price | 


Day after a Dorothy Randall 
story mentioned a preparation 


of crepey necks, 143 women 


store sold this cosmetic. 


But 


knows, 


pITTSBURGH 


REPRESENTED NATIONALLY 


called and 4! wrote to ask what 


‘such a response shouldn't surprise 
you a bit. Because, as everybody 


WOMEN READ THE 


Pittsburgh 


Sun-lelegraph 


BY THE RODNEY E. BOONE ORGANIZATION 


\ 


AW! | 
\\ |} | 

\\ \\ 
i \\1,\ 


compelling pooled deliveries’ in 
1943. 

Also suggested is greater consoli- 
dation of buying facilities and the 
adoption of group buying. This 


recent decades, which has resulted 
in substantial group advertising by 


Two important proposals to con- 
serve manpower and reduce costs 
are the promotion of staggered pay- | 
rolls for local factories as a means | 
of leveling out weekly sales, and the 
of store hours to war 
labor conditions. Staggered payroll 
dates would have the effect of 
spreading retail buying and retail 
advertising more evenly through 
the week. 


Supplies Brought In 


Another proposal is greater coop- 
eration with suppliers to reduce 
their distribution costs. Suggested 
under this heading is reduction of 


Sve tisi 
Market Place 


unnecessary return privileges; | 
grouping of purchases to buy in 
quantities that are economical to 


deliver; adjustment of buying to use 
a minimum of transportation; and 
concentration of purchases among 
fewer suppliers. 

One of the most important cost- 
saving recommendations is the 
adoption of promotional and adver- 
tising policies that will reduce 
weekend peaks. 

Economy proposals include elimi- 
nation of unnecessary remodeling, 
repairing or Maintenance work; re- 
duction of unnecessarily long store 
hours and over-use of lighting; and 
wrapping of goods only when neces- 
sary. 

To facilitate reduction of returned 
goods and delivery expense, 
government agencies suggested the 
use of counter signs, advertising 
and personnel training. 

Use of fewer and 
displays, reuse of 


elaborate 
display mate- 


less 


rials and less frequent changes of 
window and interior displays are 
definite proposals. Salvage of al! 


materials used in display and wrap- 
ping is also fostered. 


A final recommendation is the 
reduction of trips to market, in 
fields such as furniture and home 


furnishings, to the minimum neces- 
sary to assure proper supply of 
merchandise. 

The OPA and the Department of 
Commerce will conduct a continuing 
campaign to educate retailers on 
these economies through trade asso- 
ciations, business papers and gov- 
ernment publications. 


Stock Exchange 
Firms Try Joint 
Test Campaign 


New York, Nov. 25.—Preservation 
of free enterprise in a_postwa) 
world provides the theme for a one- 
city test campaign which the As- 
sociation of Stock Exchange Firms 
inaugurated this week. 

Initial copy, dealing with the 
plight of Germans and the popula- 
tions of German - dominated coun- 
tries, appeared Monday in the In- 
telligencer - Journal and New Era, 
Lancaster, Pa. The German pic- 
ture is contrasted with America, 
where free enterprise is a funda- 
mental element of the national life. 


Public reaction to the opening 
copy will determine future ex- 
pansion of the advertising by the 


association, which 
ganization with members in 359 
cities of 44 states. All are affiliated 
with the New York stock exchange. 

Gardner Advertising Company, 
St. Louis, is the agency. 


is a national or- 


Joins Blue Net 

Station KGGF, Coffeyville, Kan.., 
will be affiliated with the Blue Net- 
work as a supplementary outlet, ef- 
fective Jan. 15, 1943. The station 
operates full time, with 1,000 watts, 
on 690 kilocycles. 
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a es vailable,” 30 cents a line, minimun charge $1. Terms cent 
cas th or le ! 
other Classifications (single insertion rates): % in., $2.75; 1 to 3 in. pape 
$4.76 per inch. aves 
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HELP WANTED | Sens into Se ae rough pl - 
. TE r 3 ADVERTIS- ayouts,; who can write the copy; and ‘ 
Wa BALMEMANs Leading ae paper Aeiah? I the ere —— start to gain 
in retail field needs capable space | [nisn. m 30, dra c-exempt, & Col- hoe 
salesman t0 earn good income in ae Erenunte. Desire position with — 
field’s most fertile territory. Make i a er en a 
| first Letter complete. Box 3863, ADVERTISING AGE, Ch, 82 x 
Box 3864, ADVERTISING AGE, Chgo. I CAN SAVE YOU MONEY - 
: ; Thru use of effective layouts, 5,00! 
POSITIONS WANTED lower production costs. Also wri: duri 
Looking for a Needle in a woe + | copy, are a prom. Pach saa ie . T 
Do you want: A man who can dig | appeal. for vest under deadline 
into the facts and come up with fresh | rush. 4F, but good for 50 years. vary 
promotional ideas; who can put his! Box 3866, ADVERTISING AGE, Ch the 
" ° — cat 
Hecker Launches Files Suit to Enjoin wan 
i" Sale of Station WOW sa 
7 : 1e% 
Intensive Drive A suit has been filed in district ats 
court at Omaha by Dr. Homer H. adi 
for Four Products _{iohnson, Lincoin, Neb., a policy- - 
. da 
New York, Nov. 25.—Coinciden- | holder Lit = borg of ar lane 
| tal with the purchase from General | *Y °°" bm 3 ee ad sae i . thin 
Foods Corporation of the remaining |€™J01n te proposed sale of Station 
“tea p oerigge ; WOW, Omaha. The petition charges 
29% interest in Best Foods, Inc., : : ea 
Hecker Products Corporation has that the Woodmen of the World A 
: , . | Stands to lose more than $3,000,000 si 
launched four of the most intensive i, the next 15 years by leasing the port 
advertising campaigns in its 99-year ation ; , - , oe retu 
history to promote H-O oats, Presto In addition to the claim that the gain 
Self-Rising cake flour, Hecker en- ental contemplated is too low, the gain 
riched cream farina, and Hecker petition asserted that Radio Station the 
and Ceresota brands of family flour. WOW, Inc., which seeks to lease the goo 
The advertising, which is cur-| station, “is dominated and controlled witl 
rently running in 36 newspapers in| by men who... are directly or in- rolli 
nse a “ays Papers cong pte directly connected with the consum- sinc 
ine udes DlaCK an white an color ers public power district of Ne- up 
insertions in both daily and Sun-!braska or are personally interested 345, 
day editions, graye eer ge by radio|jin the acquisition of the power fa- A 
and car cards in selected markets. | cilities serving Omaha.” cust 
Humorous sketches by Peter Ar- —_—_—_—— new 
no are aligned with copy stressing Mennen Calendar Issued seer 
the nutritious and economical value 043 M iat al the 
of Hecker flour and cereal products. |. be a tight yecne 7 ‘ i “niagenss the 
In acquiring Best Foods, William |COM@!ning fe  tawing | babies wa to 
, Waste deaiee 2 ee tem mailed to hospitals and doctors on with 
7. Wardall, Chairman © € board | Nov. 15, a month earlier than usual, jena 
of Hecker, pointed out that in the to comply with the request of thé ad 
six-year period ended June 30, the Post Office Department that adver- thes 
company’s earnings totaled $1,685,-|tisers help alleviate congestion sma 
471, after deduction of taxes. which will be created by Christmas whi 
gift mailings to the armed force base 
— —_____—_—. clas: 
Whitaker Names Crocker | Bland Joins Hammer 
Bruce Crocker has been appointed Sylvia Bland has been named staff G 
vice-president and manager of/artist at Hammer Advertising pape 
Whitaker Paper Company, Chicago. | Agency, Hartford. 
MONTREAL Re inal 
G 
TORONTO GIBBONS KNOWS CANADA es 
DMONTON 
WINNIPEG ANC OUVEE 
J. J. GIBBONS LIMITED - ADVERTISING AGENTS !. 


CAN vow ae 


THIS Experience 2 


Over 25 years in advertising as Agency 
Account Executive, Media Director and Production 
Manager. An unbroken record of association with 


foremost Agencies. (Now employed.) 


Thoroughly familiar with all forms of ad- 


vertising, budget control, merchandising procedures,etc “AI 


| 

| 

Particularly interested in medium-sized | 

aggressive Chicago Agency, or established manufac- | 


turer now aiding the war effort. 


AMPLE AND A-1 REFERENCES 
AVAILABLE DECEMBER FIRST 


BOX 3867. ADVERTISING AGE. CHICAGO Reach 
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Classified Shows 
Help Wanted Gain, 
But General Slump — 


(Continued from Page 1) 


papers consisted of Help Wanted; 
2. In 32 of the papers, Help Wanted 
accounted for more than 33 1/3%; 
3. Larger cities have higher per-| 
centages — practically every news- | 
paper in cities of one million or | 
over is now getting 40% or more} 
of its total classified through em-| 
ployment columns; 4. The biggest | 
gains are in the New York-New | 
England area, the Los Angeles area 
and in Greater Chicago; 5. The 
82 newspapers carried in excess of 
5,000,000 lines of employment copy 
during the month studied. 

To show how the classifications 
vary, this is the general report of 
the Chicago Daily News’ classifi- 
cations: auction copy, up; help 
wanted, up; employment agency, | 
up; trade schools, up; plumbing and 
heating, even; dogs, cats, birds and 
pets, up; machines and tools, up; 
radio and supplies, even; rooms, up; | 
autos wanted, up; autos, miscel- 
laneous (heaters, etc.), up; every- 
thing else is down. 


Linage Down Generally | 


According to Media Records’ re- | 
port for October, based on _ the} 
returns of 52 newspapers, classified 
gained 9.4% during the month. This 
gain compares with a loss of 8% for 
the year. Of course, 1941 was a 
good year in classified advertising, 
with the Media Records newspapers 
rolling up 272,567,527 lines, the best 
since the 283,416,315 lines racked 
up in 1937. The all-time high is 
345,834,702 lines in 1928. 

Although Media Records’ data is} 
customarily drawn from larger | 
newspapers, the status of classified 
seems to run consistently through 
the whole picture. Tabulations of 
the Inland Daily Press Association, 
to which 130 newspapers report, 
with about 116 reporting during) 
any single month, indicate that 
these newspapers, generally with | 
smaller circulations than those on 
which Media Records reports are 
based, show a similar 8% loss in 
classified. 


May Worst Month 


ito 60,000 


CLASSIFIED INCREASES GAIN 
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GAIN AND LOSS PERCENTAGES - S2 CITIES 6 
if 


JANUARY | To OCTOBER 31, 1942 - 1941 


OCTOBER 1942 - 1941 Loss GAIN 
CLASS IF ICATIONS -20 -to 0 10 20 ~ 
Pera 6.5% | — 
Generar “1.1 
AuTomoT ive ~57.1 a 
FINANCIAL -20.5 i 
Tora. Diseay 8.3 } merce 
Cuassiriep 9.4 nian | 
Toray ADVERTISING -5.1 sci 
Derarrmenr STores -3.3 -i 
Reqreticeenemnsieseen suneue pieeenenepennnemieemanpiniamnensanniansisial 


FINANCIAL 14.9 
Tora DisPiay -5.5 
CuassiricD -8.0 
Torat ADVERTISING -6.1 


DerarTMent STORES -2.3 


— 
ReTAiL -2.6 
Gewerar -0.8 | 
AuTOmMoT ive 55.6 1 

) 
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Extending the "plus percentage marked up in September, classified newspaper 
advertising for October was up 9.4 per cent, as shown in this chart prepared by 
Media Records. All other classifications, however, are on the ‘minus’ side. 


circulation, with the 
median paper 
between 10,000 and 17,000. These 
newspapers, situated as far west as 
Colorado, have reported consistent 
losses in classified since the first of 
the year. To date, the total for the 
first 10 months of 1942 is 2,854,832, 
as compared with 3,107,865 for a 
similar period of 1941. The month 
of least loss was September, when 
linage slipped only 3.99%, whereas 
May was the month of greatest re- 
gression, 15.08%. 

Proving the old adage that in 
classified advertising “he who has, 
gets,” the Chicago Tribune has been 


able to push its classified so suc- | 
| cessfully that it broke into the black 


for the year during the first week 
in November, W. R. Blend, classi- 
fied advertising manager, told 
ADVERTISING AGE today. 

The percentage-wise gain, how- 
ever, will be small, Mr. Blend said. 
The Tribune’s Sunday edition has 
sometimes appeared with classified 
advertising out of its own section 
and in the news section. This 
occurs, Mr. Bland explained, not so 
much because there is not room in 
the classified section for the addi- 
tional copy, as because the news- 
paper’s press dates for the Sunday 
edition dictate printing of the classi- 


| fied ahead of time, and later inser- | 
tions are sometimes added. The) 


| Tribune, incidentally, has not ad- 


Generally speaking, Inland news- 
papers reporting range from 3,000 


vanced its classified rates during 


1942, and its present rate card goes | 


g WCOP - REPRESENTED dy 
HATS WHAT IN BOSTON} 3° 
WCOP consistently receives testimonials unso- ‘ 
1 e licited from advertisers...want to see them? 


STORY OF A 


MIRACLE 


The Record of American Industry at War 
will be told in 


“AMERICAN INDUSTRY AT WAR—An Inventory” 


A SPECIAL SECTION IN 
THE NEW YORK TIMES 
SUNDAY, JANUARY 3, 1943 


Reaching over 800,000 leaders of American opinion in 10,000 cities and towns all 
over the country, this section offers an unusual opportunity for advertisers who 


have a story to tell of war accomplishment. 


Get the details today! 


falling somewhere | 


back for three or four years. 

The question of rate advances has 
been mulled over by many news- 
| papers. According to a survey made 
by Inland Daily Press’ advertising | 
/committee and presented by Harry 
LePoidevin at the association’s Octo- 
ber meeting, of 98 newspapers 
queried about rate advances, 23 had 
raised rates and 14 had advanced 
classified rates. In this same sur- | 
vey, 58 newspapers reported a 
classified linage loss of 1242% and 
116 reported gains of more than) 
'10%. In terms of revenue, 48 news- 
papers reported losses of 11%, and | 
17 reported gains better than 11%. | 


{ 


Duo-Craft Moves Studio 

Duo -Craft Studio, advertising | 
illustrator, Toronto, has moved to} 
| 92 Adelaide St., W. 


Miller-Tydings Act 
‘Rooks’ Consumer, 


Says ‘Fortune’ 


Also Urges End of 
Robinson-Patman Act, 
in Postwar Plan 


New York, Nov. 26.— Repeal of 
the Robinson - Patman and Miller- 
Tydings Acts and elimination of 
state trade barriers were set down 
this week as essential factors in a 
three-point postwar economic pro- 
gram offered by Fortune. The other 
“musts” listed by the magazine's 
editors and researchers were main- 
tenance of “reasonably full employ- 
ment” through operation of indus- 
try at top capacity, and “recreating 
an atmosphere in which the enter- 
prising individual can flourish.” 

Stressing the need for extending 
free markets and increasing com- 
petition, Fortune asserted that the 
Robinson-Patman and Miller-Tyd- 
ings legislation was passed “at the 
instance of small business men try- 
ing to protect themselves against 
big business competition; but their | 
chief effect has been to rook the 
consumer. 


States at Fault 
| 
“The states, indeed, are conspicu- | 
ous offenders in imposing special | 
restraints on the free market. In 
general, these practices have no 
justification when their real purpose | 
is to control prices. Where local | 
and state governments will not give | 
relief, the federal government | 
should act. The abuses are becom- 
ing so widespread that a constitu | 
tional amendment is called for, if 


as seems to be the case, constitu- 
tional questions are involved.” 
Patent reforms are also necessary 
in considering the postwar picture, 
Fortune went on. Lauding Thur- 
man Arnold's zeal “and a change 
in heart in the federal judiciary” 
in “evicting from the patent shelter 
monopolistic practices that never 
should have been protected’ in 
the first place,” the magazine sug- 
gested that the term of patents 
should run 20 years from date of 
application; the present single class 
of patents with a term of 17 (or 20) 
years should be replaced by a two- 
class system with “petty patents 
running for, say, five years.” Other 
recommendations included changes 
in the handling of patent litigation. 
“If these reforms prove _ not 
enough to restore the patent system 
to its original functions, the next 
step should be compulsory licensing. 
Our reason for not urging it at once 
is the difficulty in administering it 
wisely,” the magazine said. 


‘Pete’ Barnum to OWI 

Merritt F. (Pete) Barnum, radio 
director of Ruthrauff & Ryan, has 
been named a deputy chief of the 
radio bureau of the Office of War 
Information. He will head OWI’s 
New York radio office, which main- 
tains liaison with advertisers, agen- 
cies, and networks. 


MARIA KRAMER 

| HOTEL 
-— a 1 
HOME with every comfort 


| 
| and not a care... 


wore LINCOLN 


44th to 45th Street at 8th Ave. 


Spacious Rooms with 
1400 Private Bath & Radio we 


John L. Horgan, Gen. Mgr. Cl 6-4500 
| Special Rates to Men in the Armed Forces 
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remember when 


Type-Setting, Eng 


connections for you to get and conver- 
sations to hold when that job of yours 
is ready—and should go forward with 
speed, smoothness and dispatch. 


@ Just one phone number for you to 


Wabash 7820 puts you in instant touch 
with all three FAITHORN SERVICES — 


@ Time saved. Money saved. Greater 
satisfaction, greater speed. This is what 
FAITHORN 3-in-l service means to 
you. It brings perfect and complete 
co-ordination of thought, purpose and 
effort on your production requirements. 


Just ONE place to call 


ur or eight telephone 


you use FAITHORN. 


raving and Printing. 


@ Try it once and it will be your reg- 


ular choice just as it is with hundreds 


of other busy advertising executives 


who demand results. 


PRI 


AD-SETTING + PRI 


® Let's get together. 


NTING 


FAITHORN 


RATION 


NTING +» ENGRAVING 


504 SHERMAN STREET+ CHICAGO 


WABASH 7820 
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A&P Promises 
Fight Against 
Anti-Trust Suit 


(Continued from Page 1) 
the Department of Justice. It gave | 37 


| products. 
“Bigness” 


| alleged that members 
| group are the large 
manufacturers, 


finish to preserve the huge chain! the total retail sales 
from dissolution. | and combination 
Under the indictment, the parent | country. 
company, 12 of its subsidiaries and | 
17 officers and directors, including | 
George L. Hartford, president of | 
the New York company, were ac- | 
cused of violating the Sherman anti- | 


largest coffee 
United States; the 
Corporation is the 1 


imp 


trust act in the production, proces-| 
‘sing, distribution and sale of food | 


was the cardinal sin | 
emphasized in the indictment which 


st purchasers, 
processors, 
| salers and retail distributors of food | 
and food products in the country, | ing. 
‘operating some 6,412 retail stores in 
states during 1941, 
every indication of a fight to the | see of $1,378,660,000, or 1342% of 


stores in the 


According to the indictment, the 
American Coffee Corporation is the 


Nakat Packing 


packer; the Atlantic Commission | 
Company is the largest buyer and | 
broker of fresh fruit and vege-| 
tables; and the Quaker Maid Com-| 


of the A & P| pany and the A & P bakeries are) 
‘among the largest units in their | 
whole- | respective fields of food processing, | 


condensed-milk canning, and bak-| 


The indictment charges that the | 
A & P group has used its dominant 
position to destroy competition of 
independent grocers, 


with total | 


of all grocery 


gained by fixing prices in areas in 
which domination has been secured. 
It also charges that the defendants 
have systematically secured dis- 
criminatory prices 


ywrter in the 


argest salmon 


pany, the White House Milk Com-| lowances.” 


| goods, 


meat dealers | 
and small chains by cutting prices, | 
offsetting its local losses with profits | 


and excessive | 


land preferential discounts and re-|consumer and housewife organiza- 
| bates unrelated to actual saving or) tions, civic clubs and other organ- 
service to distributors under the| izations, and using the reports of 
guise of “so-called advertising al- | these groups in support of false 
| comparisons of prices, values, and 
The government further alleged services offered by the defendant: 
_ conspiracy in coercing sellers to pay | and their competitors. 
‘A & P “brokerage” on their own, Carl Byoir, A & P public rela- 
purchases of produce, meat, canned | tions consultant, was listed as a de- 
food and food products} fendant, presumably in conjunction 
_ through the Atlantic Commission} with these alleged “public rela- 
‘Company and other operations. tions” activities. 
. | The indictment further alleged 
“False Comparisons” | that the A & P group had system- 
An interesting slant was the|atically short-changed, short- 
charge that the A & P had fostered | weighed, and marked up prices on 
false comparisons of their prices|store tags and purchases to en- 
with those of competitors by pub-| hance secretly their actual prices 
‘lished statements and by financing | above their advertised prices, and 
'and preparing publicity and propa-|cornered the principal supply of 
ganda for “false-front” farmer, | coffee, artificially increasing the 
price of coffee in the United States. 
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Overwhelming Approval Cited 


In its own defense, the company 

declared that Mr. Arnold had chosen 
a poor time—with present crises in 
the food situation—to attack busi- 
ness methods which have been ap- 
proved by “the great mass of our 
people.” Government agencies are 
doing everything possible to hold 
down food prices and in spite of 
this, it said, “the anti-trust division 
now declares a domestic war on ef- 
ficient distribution which has made 
the greatest contribution to this 
| | effort.” 
‘ Everyone, said the company, 
knows there is no monopoly in the 
' food business, that “it is the most 
' |competitive business in America.” 
The A&P, which claims it handles 
only 8%4% of the nation’s retail food 
volume, said it has grown mainly 
because millions of housewives 
found they could feed their families 
better by taking advantage of low 
prices for quality food. 

“It seems now, with food prices 
at a peak, to be against the public 
interest to make it possible for those 
with low incomes to have an extra 
loaf of bread or another bottle of 
milk for their children,” it observed. 

Mr. Arnold, charged the company, 
“has picked up the dead torch of 
those who want to put the chain 
stores out of business. These at- 
tacks have already been repudiated 
in the Congress, in recent years in 
almost every state legislature, and 
by vote of the people in referenda.” 

Bonds for the individuals indicted 
were set at $2,500 each, returnable 
in federal court here Jan. 11. The 
companies must enter pleas within 
30 days. 


Blumberg Named 
by ‘Apparel Arts’ 

Ira Blumberg, for the past seven 
years merchandising counselor to 
leading men’s stores throughout the 
country, has been appointed adver- 
tising manager of Apparel Arts, 
New York. 

He succeeds Carl H. T. Sloss. 


MacLean Appoints Two 

The business newspapers division 
of MacLean Publishing Company, 
Toronto, has appointed Arthur L. 
Vokes as manager of Hardware and 
Metal, and M. J. Palmer as manager 
and editor of Canadian Paint and 
Varnish Magazine. 


when you think of SPOTS 
... think of John Blair! 
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PHOTOGRAPHIC REVIEW 


FAIRCHILD STARTS NEW CAMPAIGN 
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BUY WAR BONDS TODAY 1s poy ic these Poace-Time Possessions tomorow! 
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30 ROCKEFELLER PLAZA NEW YORK 


: | Pe, cccnne thes POSTERS AID SCRAP DRIVE 
: With this copy in magazines and business papers, Fairchild Engine & Airplane SIMPLIFIED PACKAGING 


Corp. last week launched an institutional schedule intended to help the pubiic 
judge the value of the nation's aircraft output. (Story on Page 20.) 


{ a yn For 100 Years the Bost Place to Shop Old in Tradnion Young m !feas 
re With coffee sales banned all last week 
es before rationing starts, General Foods 
\ J \ , found the time ripe for this magazine Manufacturers have employed the theme of buying war bonds now to pay for 
/— ; page pointing out that Postum is not a peacetime possessions, but here a retailer-—D. H. Holmes Co., New Orleans 
coffee substitute but a “third hot meal- department store—takes up the idea with telling effect. An extra color was used 
oa time drink.” Young & Rubicam is the for this full-page newspaper message to consumers, which drew an immediate, 
AIRCHILD ENGINE AND AIRPLANE CORPORATION — favorable response. 


AT 'TRUE STORY'S' COCKTAIL PARTY 


U. S. Printing & Lithograph Co., Cincinnati, produced these three one-sheet 
posters for the WPB industrial salvage campaign being handled by McCann- 
Erickson. 


NO CHANCE TO MISS THIS MESSAGE 


Calvert Distillers’ Reserve and Special 
brands are now appearing in the new 
“victory” bottle, a standard unit which 


Exchanging observations on the recent Grocery Manufacturers Association con- all distillers will be required to use by 
vention, at the True Story dinner pail-cocktail party in New York, are (left to the first of next year. The simplified 
right) James L. Mitchell, advertising director of the magazine; John F. Whedon, bottle, designed to conserve glass, re- 
executive vice-president, Lord & Thomas; F. M. Legler, True Story staff represen- places the decanter-type bottles formerly 
tative; and Carroll Rheinstrom, executive vice-president, Macfadden Publications. used by Calvert. 


NEW TRAVEL ‘INSURANCE’ FOR STAY-AT-HOMES 


Unless really 
necessary 


A Terre Haute, Ind., department store is using the sides of the city's buses, 
from entrance to exit doors, for this unusual card. It measures |! by 140 inches 
and is in four colors. 


POSTERS HELP BANK MAINTAIN BUSINESS 


kay 


Oo R -E y a 0 U y D ae Peoples-Pittsburgh = 


Trust Company 


. War bonds get the top billing in new 24-sheet posters which Pacific Greyhound Lines will use next month to stop all unnecessary 

travel in western states. Newspaper copy asking the public to make way for the armed forces, war workers and other essential 
travelers, especially during the holiday season, is preceding the posters. National magazine copy for Greyhound employs the Peoples-Pittsburgh Trust Co., a leading Pittsburgh institution, employs outdoor 
same theme. Beaumont & Hohman handles the account. advertising in a continuing drive to build its personal loan business. 


Mg 5 We eS Pe. Sap, "Se Awe Eek ity” Sie: eet : it 1 wi ie A ae ee Bae Sg = Re Brae % WD) ae = Se rapes we - ae Se 
ie Y . mea. a ab bon he eee mt eee ; 5 ae : Ff ee Pane gee ; ie, Ring! eee Ie ee iG oe oe ee pb : oe ig oS Wie we ¥ 
ake ea 
ae 
| Ea ee | . 
ee : % 
ee level ie: 
= Sn cet 
es i ' ae 
E 2) ae i =e, oe Bes age, Pa & Vea = ‘MRR Rh" at 
ee ee oe I ose . eal: _n “ oe — = 
» ai a ee ie ee ‘=. * Soa d eee ee et eS ee . o-* r 2 z; oe eS 
‘ Sa 7 fare a ay 3 =e read ec pee sy, ae vay SE a ee * * ‘ Pie ss ae 
2 - ae SS Now, how did " ‘ 4 “ ee. 
Bee . Picasa ‘gs s a ea 4 - Bb ne 
Ds ee - | ever get : = a | / eee, 
. 7h = ss oe ~ : 4 
: is aa co ietregagte i. 
a J ™ : = esoeer os 
| , fascism ES - can secpx 
The touch of tomorrow in the planes of today — == e out “ly™ 
! tt 1 patience and Postum , ann . , ane - .. * 4 caaee 
at ' hit Fairchild , ‘ . . i ne oy. 
+ advanced and high ) The Toad ol Tomer om Sy ! a | 
— pass. | sin ss 4 AA ‘ ai. ae 
} , ; - “ J “hue 2 * . he ¢ 4 Sf P a 4 - — ae. hie 
} , orduce I ; ss Other Fairchild contrib Sor 3.54 See ae, aoe le re F ak ae 
= er 
im i 
| < A 
i a 
ed a! 
the Metal in ws 
f } “" A re a “% yo ek. ae, we 
n q an : a oa oe eae 
: ee i, | =. = ~~ BN —u every gun Ta ~~ 
d f . A Sa 2 ars aie ‘ a . & We 
d -, oe : (a ‘a ws “ ls fiche ls, sagt 4 ~ aan - ant a 
| <2 -_ - ~~ ~~ . | : : 
e / % ve Glan et tHe tien a va ie - _ _ 
- > : aA ee ze =e , — : pm TP — = 
my * : “te | aw \ mo meryi,. _—s__.. | a wt f sad, 
a » Calvert Calvert | es 
ae r RESERVE PECIAL | a 
ec Rented Whine \ - all ee 
n 4 , anes pag | hy | Ss 
- > ao Sa) = 9 
s, ’ ey : oe yt J . cya. } a, | ihren ae? 
P a J oe F ae ee 1 pon ‘ae oo sees ee? ae : j i . i » ¥ he, ee oe a 
y, - il cr : ’ . ae 
L of ge x } ta, he a 
nd ~ \ ' ve aoe . 
n . oOo ee 
ee Alt nat { ee) = 
~ | ‘ } ; wr ese - ra | 
£ | aes: 
’ BJ 
| _ 
ee By 
) a 
6 "evn, ea : Z 
— Ry “4 : 
ng oo = Buy Wor Bonds Instead a he = 
_ ee. a 
iN) genvict a) . () p in 17 6, ~~ sty as ‘ 
com | we 4: & ; 
: j * ol “ * Be 
=, a” | - 
, I Rem A ce EY A | Gin oth << | ; 
= 3 
il : 
re 7 
a } 
ie ete We a ES od de ae SF toe NOS as gene eo ee aS Pag eee, OMe oo ame kim BPs Cee hg ae Spee Mee be oe 
Th a 4 2 ‘od > ia Pr. e “ : See fo Fs ae i ae Ane Sere Bit As ge Cues sh J ie eee i. a 2 Oe) DE, og Re 5 tk. Up Sela Ne Oe ae Pig Puhr os ee sa SRL Pe ; 
mich My 4 Por ate ee a ee Pe ag, oon ae Sn diag te ae Aig PS sae ro ee ooh, iol terah yo lala ieMa - Tae si Waren *® FZ 
ee a a6 ee.» Ph enn 5 bi * a tig ae a STO a ee ae ae oe is a ee " Se ae ~S ve = * - bs 


Bae F Te nie PE, ; iy, eye ae es 4 oY oY 
ey ide wre ; sn oe tee oe a Mas MS oe 


36 ADVERTISING AGE 


November 30, 1942 


The population of Greater Kansas City and the in- 
dustrial areas contiguous to it has soared to record 
heights in the last year. 


Central location and easy accessibility are two of 
many factors contributing to this amazing expansion. 
Kansas City is the hub of all the great railway sys- 
tems operating in the Southwest. Twelve main trunk 
lines and their subsidiary lines deliver an endless 
stream of cargo both in passenger traffic and in freight 
to Kansas City’s terminals and depots. 


.. Kansas City enjoys similar advantages as a motor bus 
and aviation center. It is an easy city to reach and, 
being the “most inland” of all large cities, it is a 
logical choice for the location of many vital war in- 
dustries. 


Hand in hand with population growth have come sen- 
sational increases in spendable income. Not only are 
i there more wage earners in Kansas City than ever 
: before, but all workers, both new and old, are receiv- 
ing the highest wages ever paid to American labor. 


Glancing back over the record of retail sales in Kan- 


™ THE KANSAS 


Evening—317,735 


Morning—314,330 
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sas City for a few weeks we find gains over corre- 
sponding weeks last year like these—up 15%, up 7%. 
up 39%, up 25%. up 46%, up 41%. Time after time 
Kansas City and the Kansas City federal reserve dis- 
trict have shown percentage gains that topped the 
nation. 


Here, indeed, is advertising opportunity—new con- 
centration of population, new levels of buying power, 
new industries, new needs—a surging, virile com- 
munity with those elements of change and growth 
that make it the nation’s most responsive market. 


Yes, The Star’s circulation has kept pace. In all the 
territory in and around Kansas City, where factories 
are whirring and where vast new projects are under 
construction, The Star has away and by far the largest 
circulation in its history. 


The Star is glad to inform its advertisers that the 
newcomers to Kansas City are adding their names to 
its list of subscribers and that they, like the older Kan- 
sas City residents, are not only depending on The Star 
for news but are using its advertising columns for 
guidance in their major and minor purchases. 


CITY STAR. 


Sunday—327,383 
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